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How Industrial 
irms Buy Told 
in NIAA Study 


Previous Experience, 
Ads Outweigh Sales 
Calls, Crelley Says 


Cuicaco—Industrial advertising 
en took a “new look” at their ac- 
ivities through the “buyer’s spec- 
acles” last week. And they learned 
hat many of their pet notions 
bout industrial selling and adver- 
ising may be exploded. 

They looked at the buying side 

f industrial marketing through 
an abbreviated, “strip-tease” pre- 
riew of what is claimed to be the 
most comprehensive study of in- 
justrial buying procedures ever 
made, in a panel discussion before 
he January meeting of the Chi- 
cago Industrial Advertisers As- 
sociation, a chapter of NIAA. 

The study that turned the spot- 
light on what happens before the 
purchase order is signed is the 
NIAA “Survey of Industrial Buy- 
ing Practices,” made by Davee, 

oehnlein & Keating, Chicago mar- 
ket analysts under a $10,000 grant 
from Sweet’s Catalog Service, a 
division of F. W. Dodge Corp. 


a W. D. Crelley, marketing man- 
ager of Telechron, Inc., and chair- 
man of the NIAA committee gov- 
erning the study, stated that pre- 
liminary examination of the re- 
ports on 512 industrial purchases 
revealed significant differences be- 
tween the patterns of buying in- 
fluences for production equipment, 
iaterials and component parts, and 
proved conclusively that many 
characteristics of industrial pur- 
chasing can be analyzed statisti- 
cally with success. 

\mong the tentative conclusions 
advanced by the governing com- 
mittee were: 

| That management is the domi- 
nant influence in first stating the 
need for new production equip- 
ment, initiating the buying mach- 
incry in approximately 50% of the 
equipment purchases analyzed in 
the study. 

?. That the purchasing agent is 
re atively insignificant at the early 
st.ge of “stating the need” while 
he enters strongly into the final 
se -ction of the vendor, making the 
i al choice, for example, in 75.9% 
ot the purchases of materials, 
02.}% of the purchases of compon- 
fni parts, and 21.3% of the pur- 
thi ses of production equipment. 


&. That engineers, mechanical, 
pla it, electrical, design, etc., enter 
‘ingly into industrial purchases 
ai oss the board, but that their 
‘Ni uence is particularly impor- 
‘a in the selection of vendors of 
‘o\ponent parts. For example, 
‘hey first state the need in 50% 
ot the purchases of component 
Dali's and make the final selection 
the vendor in 52.3% of the 
bulchases of component parts. 
4 That management consistently 
has the “last word” in finally ap- 
(Continued on Page 62) 


vision section next week. 


Latest on Television 


The Jan. 31 issue of AA will include a special section on 
television, the first report on this new medium to be pre- 
sented entirely from the standpoint of advertisers and 
agencies. For the latest information on this fast-moving 
medium, complete and in one place, don’t miss the tele- 


New P&G Setup 
Will Not Affect 
Agency Lineup 


Radio, TV and Movies 
Activities to Funnel 
Through Subsidiary 


CINCINNATI—Announcement by 
Procter & Gamble Co. last week 
that it had filed articles of in- 
corporation for a wholly owned 
subsidiary, Procter & Gamble Pro- 
ductions, Inc., to take over radio, 
television and motion picture ac- 
tivities now handled in the P&G 
advertising department, caused a 
considerable furor. Many people 
assumed that the company plan- 
ned to bypass some of its agen- 
cies in the operation of the new 
company. 

This, company officials empha- 
sized, is not true. Agency rela- 
tionships will not be disturbed in 
any way. The agencies will con- 
tinue to serve Procter & Gamble 
as heretofore, working with Proc- 
ter & Gamble Productions, Inc., on 
radio, television and motion pic- 
ture production problems just as 
they are now doing with the radio 
division of the advertising depart- 
ment. 


s Also, AA was told, the new sub- 
sidiary will be concerned mainly 
with the entertainment portions of 
radio and television shows, while 
the advertising department of the 
company and its agencies will con- 
tinue to deal with both the con- 
tent of commercials and the part 
which these media will play in 
the over-all advertising strategy 
(Continued on Page 60) 
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New ‘Freedom Forun”’ 


Seminars Announced 
by FC&B Chairman 


Cuicaco—A series of American 
way of life seminars, the “Free- 
dom Forum,” to be held at Harding 
College, Searcy, Ark., and New 
York, was announced here last 
week by Don Belding, chairman of 
the joint ANA-Four A’s Committee 
on Economic Education. 

Mr. Belding, who is also chair- 
man of Foote, Cone & Belding, dis- 
closed the new plan in a report 
on the committee’s future pro- 
gram before the Chicago Federated 
Advertising Club, which also heard 
an appeal for over-all industry co- 
operation from Charles G. Mor- 
timer Jr., General Foods market- 
ing executive and Advertising 
Council chairman (Story on Page 
57). 

The seminars, said Mr. Belding, 
grew logically out of the commit- 
tee’s experiences which proved 
the need for “a place where man- 
agement men from foreman to 
president, labor leaders interested 
in rooting out Communist infiltra- 
tion, and anyone concerned with 
programs of employe education 
could go for complete indoctrina- 
tion and help.” 


a The committee investigated 
every possible avenue and organi- 
zation that might handle this job, 
Mr. Belding declared, and found 
its answer in Dr. George Benson, 
president of Harding College, as 
“the energetic leader to direct the 
work.” The seminars, starting 
the week of Feb. 27 and continu- 
(Continued on Page 57) 


Dailies Sure They'll 
Win Battle for Ads 


Newspaper Ad Execs See 
Sellers’ Market, But 
Are Ready for the Fray. 


Cuicaco—Having just completed 
their best year, newspapers are 
expressing confidence in their abil- 
ity to move onward and upward 
by planning to invest an aggregate 
of $250,000,000 in new and better 
facilities. 

Members of the Newspaper Ad- 
vertising Executives Association, 
gathered here last week for their 
39th annual conclave, exuded con- 


Other stories on the NAEA 
meeting are on Pages 24, 28, 30, 
32 and 49. 


fidence at every pore, but also in- 
dicated they are perfectly aware of 
a change in the economic -situa- 
tion. They expect business to be 
harder to get this year than last, 
but they are confident that news- 
papers will get it. 

In place of the shortage prob- 
lems of previous years, and the 
do-or-die approaches of prewar 
days, the record number of mem- 
bers in attendance gave the defi- 
nite impression that they are a 
unified group which has set a path 
of progress for itself, and is deter- 
mined to move steadily forward on 
that path. 

Retail advertising was given 
a major place in the discussions, 
which wound up Wednesday with 
the reelection as president of Har- 
old V. Manzer, Worcester Tele- 
gram-Gazette; George G. Steele, 
Philadelphia Bulletin and program 
chairman, as list vice-president; 
and Louis E. Heindel, Madison 
Newspapers, as 2nd vice-president. 
Robert C. Pace, Danville Commer- 
cial-News, continues as secretary- 
treasurer. 

Four new directors were named: 
R. Scofield, Herald-Leader, Lex- 
ington, Ky.; Sig Mayer, News- 
Herald, Marshfield, Wis.; Tom 
Devaney, Omaha World Herald; 

(Continued on Page 58) 


Last Minute News Flashes 
McCrarys to Begin TV Show for Philip Morris 


New YorK—Philip Morris & Co. has selected Tex and Jinx McCrary, 
who will edit a video magazine, to star in its first television show. The 
30-minute program, covering sports, fashions, news, will be carried on 
CBS-TV, Monday at 9 p.m., EST. The number of stations will be 
determined later. Biow Co. is the agency for the cigaret maker, a big 
TV spot user. Tex and Jinx, who formerly starred in a television show 
for Swift, will begin their Philip Morris show in about six weeks. 


Knights of Columbus Expands ‘49 Ad Campaign 


St. Lours—The Supreme Council of the Knights of Columbus is 
launching an expanded 1949 campaign of messages on the practices 


and teachings of Catholicism, with eight ads scheduled to run in| period—the year, 


FTC Plans New 
Promotion Rules 
on Toilet Goods 


Services Equivalent to 
Demonstrations Asked; 
Feb. 10 Hearing Set 


WASHINGTON—Cosmetic and toi- 
let goods industry members last 
week studied a Federal Trade 
Commission formula suggesting 
that they offer “substitute” pro- 
motional services to dealers who 
are unable or unwilling to par- 
ticipate in demonstrator plans. 

Key point of a trade practice 
code which the commission has 
submitted for industry comment, 
the system of substitute services 
is designed to “square” the dem- 
onstrator system with Robinson- 
Patman Act provisions requiring 
that promotional allowances be 
available to all customers on 
proportionately equal terms. 

Under the commission’s plan, 
industry members offering dem- 
onstrator service would at the 
same time offer “equivalent” sub- 
stitute services—except in “de 
minimus” cases, i.e., customers 
whose annual purchases are less 
than $100. 


@ Dealers would receive in ad- 
vance a list of the demonstrator 
and other services offered by the 
firm, together with the terms ap- 
plicable to each service. Benefits 
to all customers would be based 
on a uniform system of computa- 
tion. 

Industry members will have an 
opportunity to comment on the 
system of “‘proportionalizing dem- 
onstrators,” as well as other code 
features, at a public hearing here 
Feb. 10. 

In addition to the important new 
rule on demonstrators, the pro- 
posed code for the $600,000,000 
cosmetic and toilet goods industry 
goes into such subjects as dis- 
count schedules, “push money,” 
misleading claims respecting for- 
eign origin, deceptive trademarks, 
misuse of the word “free” and 
others. 


@ Two plans are advanced for in- 
dustry members seeking a_ uni- 
form method of computing dem- 
onstrator and “substitute” bene- 
fits. One is based on a percentage 
of sales to the customer. The other 
|is based on net sales during the 
half year, or 


The American Weekly, Collier’s, Liberty and Pathfinder. Similar copy | quarter immediately preceding. 


will be used by more than 400 local councils in newspapers throughout | 


the country. Kelly, Zahrndt & Kelly is the agency in charge. 


Sealy Mattress Ad Budget Set at $250,000 


Cuicaco—Sealy, Inc., will spend $250,000 promoting mattresses in| yaluably utilized by the dealer or 
1949 with full-page ads in Better Homes & Gardens, House Beautiful, | customer,” the commission pro- 
Ladies’ Home Journal and Life. Robert W. Orr & Associates, New York,| posed. As examples of substitute 


is the agency. 


(Additional News Flashes on Page 61) 


Substitute services are to in- 
clude two or more types of serv- 
‘ices “which on terms specified 
|therewith can be feasibly and 


services, it mentioned advertising 
(Continued on Page 61) 
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Fram Corp. Buys 
Mutual Sports Show; 
Plans Big Drive 


PRoVIDENCE—Fram Corp., the 
“nation’s largest manufacturer of 
automobile filters,” is planning its 
largest advertising and merchan- 
dising campaign to acquaint the 
public with new developments in 
automotive filtration. 

“Fram Sports Thrill of the 
Week,” with Ed Thorgersen, will 
be carried on 111 Mutual sta- 
tions. No announcement has been 
made on a starting date. 

The broadcast, as well as a co- 


— 
Aor ee 


‘THE LETTER SHOP, Inc. 


431 6. Dearborn St., Chicago 5, INinois 


operative newspaper drive, will 
emphasize the “complete engine 
protection” theme. Two-color 
spreads will be run in consumer, 
farm, automotive, transportation, 
export and diesel publications. 
Reenforcing the advertising will 
be an extensive merchandising 
campaign, with point-of-sale 
helps, window streamers and post- 
ers and salesmen’s kits. Farm 
consumer ads will offer a booklet 
on “How to Keep Your Farm 
Machinery Running Longer.” 


Council Issues Monthly 


The first monthly issue of the 
“Advertising Council News,” pub- 
lished by the Advertising Council, 
New York, was issued last week. 
The publication contains news of 
the various council campaigns and 
activities. 


| Names Boyce and Rahill 


Fred J. Boyce and Dion T. Ra- 
hill Jr. have been appointed art 
director and director of publicity, 
respectively, of Kelly & Mengle, 
Inc., Buffalo agency. 


ANPA in Fight 
to Aid Stations 
in Contempt Case 


New York—The American News- 
paper Publishers Association last 
week leaped to the assistance of 
five radio stations in Baltimore. It 
filed a brief as friend of the court 
in contempt proceedings involving 
the five stations and a commenta- 
tor based on alleged violation of 
city court rules. 

The brief is to protect the right 
to disseminate information which 
in no way can create a clear and 
present danger to the administra- 
tion of justice, the ANPA said. 


a The five radio stations violated 
a Baltimore court ruling which 
prohibits publication of statements 
an accused person may make af- 
ter arrest, reports about his actions 


HONORS NAEA HEAD—Retiring NAEA 
President Harold V. Manzer, ad direc- 
tor and business manager of the Worces- 
ter Telegram-Gazette & Post, receives 
a silver tray from Bartlett Barnes, vice- 
president and business manager, Bristol 
Press, presented by the New England 
NAEA for his work with sparking asso- 
ciation activities. 


or discussion of past criminal re- 
cord, or disclosure of evidence 
found by police. 


In July, Baltimore police ap- 


ay 
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PRAIRIE FARMER-WLS 


HEREVER anything of agricultural im- 
portance happens in the Middlewest, 
there you will find Prairie Farmer-W LS. Whether 
it be state fairs, major farm organization meet- 
ings, or demonstrations of new farming methods, 
Prairie Farmer-WLS makes it a point to cover it. 
From picture and story in America’s oldest farm 
aper — from on-the-spot broadcasts over the 
50,000-watt Voice of Agriculture — folks who 
cannot attend in person get the educational bene- 
fits of these great agricultural events. 

The recent International Livestock Exposition 
in Chicago is a case in point. In addition to ad- 
vance news by both media, Prairie Farmer, as it 
has for years past, published columns of photos 
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of winning animals and their owners, columns of 
stories about winners and other activities at this 
world’s largest stock show. WLS again broadcast 
the daily “Dinnerbell” program from the exposi- 
tion, as well as numerous special events: judging 
and auction of the grand champion steer; ‘‘Fea- 
ture Foods” from the horse show; Prairie Farm- 
er’s homemaking editor discussing the giant meat 


exhibit. 


Such close living with our reader-listeners — 
participating in their events — meeting them there 
— being so closely in touch with these homey, 
honest, hard-working people are the big reasons 
why Prairie Farmer-WLS is “One of the Family” 
here in the Middlewest. You, too, can participate 
in this confidence; just let the powerful force of 
Prairie Farmer and WLS carry your advertising 
messages into the homes of this prosperous mar- 


ket. You'll get results! 
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prehended a murderer who cop. 
fessed the slaying of two ir) 
one in Baltimore, the othe }, 
Washington. Washington ney spa. 
pers carried the story, and the 
Baltimore stations picked uy the 
reports and broadcast them. The 
inclusion of the criminal’s pag 
record and confession violate: the 
court’s rule. 

Elisha Hanson, ANPA’s ge) :era| 
counsel, said the issue is wh: they 
a court has power to enforce jt 
rule “which is repugnant to the 
guarantee of a free press and free 
speech in the first and fourteenth 
amendments of the constitution. 
and is in conflict with the <ecj. 
sions of the Supreme Court o/ the 
U. S. defining and limiting the 
power of courts to punish for con. 
tempt by publication.” 


a The brief noted that 1948 was 
a year when the number of sex 
crimes reached a peak and excited 
national concern. The brief ar. 
gued that these reports were ex- 
tensively treated by newspapers in 
news and editorial columns “out- 
side Maryland and Baltimore.” 

The ANPA noted that the Wash- 
ington news reports of the ap- 
prehension of the killer and the 
broadcasts on which they were 
based were made after the slayer 
was in police custody, and before 
he was presented to or indicted by 
the grand jury. Further, the facts 
published were obtained from the 
police commissioner and given out 
by him for publication. 


a “Probably no more stringent rule 
for censorship of the press and con- 
trol of the dissemination of impor- 
tant information concerning crime 
has ever been laid down in this 
country than is to be found in 
Rule 904 of this court,’”’ the ANPA 
brief declared. “In effect,” the rule 
requires advance approval of the 
material to be _ published, the 
ANPA declared, and added that it 
restrains publication of matter “ac- 
tually before the court” and “pub- 
lication of matters that have not 
even reached the court.” 

Mr. Hanson gave a legal sum- 
mary of cases which have upheld 
newspapers where courts threat- 
ened them with contempt, and de- 
lared Rule 904 should be rescinded 
and the citations dismissed. 

The defendants in the case 
are Maryland Broadcasting C 
(WITH) and its news. editor; 
Baltimore Broadcasting Corp 
(WCBM); Baltimore Radio Show 
(WFBR); Sidney H._ Tinsley 
(WSID), and Hearst Radio, Inc 
(WBAL). 


Hollingshead Names Hahne 


Oliver A. Hahne, former]! 
household specialties sales mana- 
ger of Socony-Vacuum Oil Co 
in Chicago, has been appointed di- 
rector of industrial sales of R. M 
Hollingshead Corp., Camden, N. J. 
succeeding J. F. Jamison. Mr 
Hahne will be responsible for the 
expansion, development and _ sale 
of Hollingshead’s Whix line of in- 
dustrial maintenance chemical: 


Langendorf Appoints Biow 


Langendorf United Bake: ies. 
Inc., San Francisco, has appoi::ted 
Biow Co., San Francisco, to | an- 
dle its advertising. Les Han ah, 
Biow San Francisco mane el, 
will supervise the account, w ich 
will spend $800,000 this yea: !! 
was previously handled by Ho .lg- 
Cooper Co., San Francisco. 
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SELLS AUTOMOBILES 


16 of the 21 major automobile advertisers 


today—only three months after publication—carry 
regular schedules in The Mirror. 


Like other advertisers who know Los Angeles, they 
are using The Mirror because of the terrific reader 
acceptance of this brand new newspaper in America’s 
most dynamic market! Right from the start, 

The Mirror gave advertisers an unprecedented 100,000 
average net paid guarantee. Latest published figures 


show this average has been exceeded! 


Factory advertisers: Buick, Chevrolet, 
Dodge, Hudson, Kaiser-Frazer, Nash, Oldsmobile, 
Packard, Pontiac, Cadillac. 


Dealer advertisers: Ford, Mercury, Triumph, 


British Ford, Renault, Peugeot. 


THE MIRROR + Los Angeles 


Represented nationally by O’Mara & Ormsbee, Inc. 


New York * Chicago ¢ Detroit * San Francisco 


*and hundreds of other products and services too! 
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» Railroads Report 


Bigger Ad Budgets 
for ‘49 Campaigns 


Cuicaco—Several of the nation’s 
railroads are increasing ad bud- 
gets for 1949, but the majority 
will be holding these expenses 
about even with °48 budgeting, 
executives reported here at the 
25th anniversary meeting of the 
Association of Railroad Advertis- 
ing Managers. 

The carriers plan to continue 
their campaigns to extend vaca- 
tion seasons, and this travel theme 
is expected to figure prominently 
in this year’s advertising by the 
various roads. Ad chiefs of 37 key 
railroads in the U. S. and Canada 
attended the Jan. 14-15 sessions, 
with S. E. McKay, retiring presi- 
dent of the group and advertising 
manager of the Baltimore & Ohio 


Railroad in Chicago, serving as 
chairman. 
Wesley I. Nunn, advertising 


manager, Standard Oil Co. (In- 
diana), invited to address the sil- 
ver anniversary meeting with the 
added proviso that he not talk 
about railroad advertising, stuck 
to his subject—the joint Adver- 
tising Council-ANA-Four A’s 
drive to explain America’s eco- 
nomic system to the people. He 
urged the railroad executives to 
join forces with other major seg- 


ments of the economy 
porting this campaign. 

H. B. Northcott, general adver- 
tising manager, Union Pacific 
Railroad, Omaha, was elected 
president of the association for the 
coming year. Other new officers 
are: Ist vice-president, W. S. Jack- 
son, advertising manager, Chesa- 
peake & Ohio, Cleveland; vice- 
presidents, A. W. Eckstein, adver- 
tising manager, Illinois Central, 
Chicago, and Fred Q. Tredway, 
advertising manager, Southern 
Pacific, San Francisco; treasurer, 
C. C. Dilley, Milwaukee Road, and 
secretary, Mr. McKay. 


Ostby Resigns ABC Post; 
Wilson and Nelson Promoted 


Norman Ostby, assistant to the 
vice-president in charge of ABC’s 
western division, and public ser- 
vice director and public relations 
director for the division in Holly- 
wood, has resigned. He had been 
with the network since 1938, hav- 
ing been in network sales and 
station relations posts before as- 
suming the position he resigned. 

Mr. Ostby’s resignation was 
part of a general reshuffling of 
western division personnel. J. 
Donald Wilson left Hollywood for 
New York where he took the post 
of ABC vice-president in charge 
of programming. N. Nelson, as- 
sistant sales promotion manager, 
will head a new operation Feb. 1 
when he becomes director of 
broadcast promotion. 


in sup-|/ 


Operator 25° 
Service Signs 
28 Advertisers 


Initial Bigelow Ad 
Results in 4,612 Calls 
During One Month 


New YorKk—Fifteen of the 28 
national advertisers who have 


‘|}come into the “Operator 25” plan 


are now using the symbol in their 
advertising, making it possible for 
readers in more than 20,000 places 
throughout the country to secure 
names and addresses of local deal- 
ers by calling Western Union. 

This was reported by Marshall 
Adams, advertising and sales pro- 
motion manager, Mullins Mfg. 
Corp. Salem, O., and chairman of 
the board of the Distribution 
Council of National Advertisers, at 
an “Advertising Operation Twen- 
ty-Five’”. meeting held here re- 
cently. 

Six other advertisers will start 
using the service in the next 
month or two and seven have not 
yet announced starting dates, Mr. 
Adams said. About 162 other na- 
tional advertisers are currently 


wi AND MONEY Too!” 


'\ 


Today’s Great Travel Bargain . . . The Famous 
“NIGHTHAWK” Nightly 4-engine Service Between 


NEW YORK 
PITTSBURGH 
CHICAGO 


COMPARE! ... you'll go by AIR! 


Service Between 


NEW YORK and CHICAGO 


| CHICAGO and PITTSBURGH 


b 
hee PITTSBURGH and NEW YORK $21 .65 


FOR RESERVED 
SEAT TICKETS: 
Call Your Nearest 
Capital Airlines 
Ticket Office or 
Travel Agent 


| Fastest Rail Service 
__ PULLMAN COACH 


7 hrs. 
30 min. 


8 hrs. 
28 min 


(All Fares Plus Federal Sens 


$22.90 


|54m 


api 


__Time 


$44.10 16 hrs. $07.20 17 hres. bes. $29.60, 
$14.10 8 hrs. 


“sia, 20| 8 hrs. 


_ “NIGHTHAWK” | 


Fare East West 


4 hrs. |g hrs. 
15 min. 5 min. 


| 2 hrs. | 2 “2 hrs. 
15 min. 40 min. 


1 he. 2 hrs. 
50 min. 15 min. 


$16.80 
| 12.80 
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«+ AMERICA’S SECOND OLDEST AIRLINE ... SERVING 70 CITIES DAILY 


showing active interest in it. In 
addition, 104 advertising agencies 
are studying the service for their 
clients. 


ws “We have only had the service 
in our advertising since the first 
of January,” Mr. Adams. said, 
speaking for Mullins, “but even 
before a single call came in for a 
Youngstown Kitchen dealer, it had 
paid for itself by what we learned 
about our distribution because of 
2.” 

“Account executives recognize 
the need for this service because 
it stops some of the waste in na- 
tional advertising,” John E. -Wiley, 
chairman of the board of Fuller & 
Smith & Ross, New York, told the 
group. 

Mr. Wiley said he pioneered in 
the “Operator 25” service since its 
inception and has talked about it 
to his agency’s clients, but so far 
not one of them has subscribed to 
it. This is because every agency 
man, advertising manager, com- 
pany president, sales manager, dis- 
trict manager and dealer needs a 
thorough indoctrination on this 
service, he said. 


s Most national advertising has no 
invitation to buy, Mr. Wiley said. 
“The ‘Operator 25’ symbol is the 
invitation to buy.” A big waste in 
national advertising is delayed ex- 
posure, he pointed out, explaining 
the reader’s urge to buy the prod- 
uct while reading the ad and then 
waiting to make the purchase un- 
til he can find the store where 
it’s sold. 

If too much time elapses be- 
tween the time the national ad 
puts the reader in the mood to buy 
and the time he actually makes 
the purchase, the dealer can per- 
suade the customer to switch 
brands after that person has been 
pre-sold by the ad. “You have to 
bring the customer and goods in 
contact by some method,” Mr. 
Wiley said. 


ws ‘“ ‘Operator 25’ is a step towards 
lowering distribution costs,” Paul 
W. Gerhold, senior associate of 
Stewart, Dougall & Associates, 
New York, said. Stewart, Dougall 
is conducting a pilot study for the 
“Operator 25” service. “This ser- 
vice gives advertisers the oppor- 
tunity to actually see who their 
dealers are and where they are. 
We hope to give advertisers more 
research information on cities and 
dealers,” he said. 

Mr. Gerhold pointed out that ad- 
vertisers will find that the dif- 
ference between calls received by 
“Operator 25” and the actual sales 
might prove something is wrong 
at the retail level. The service will 
make it necessary for a manufac- 
turer to study his distribution list 
and get definite information on his 


Advertising Age, January 24, 
retail outlet operation. 


a In trying to find where t 
is a need for the service, 
Gerhold reported that his com) in) 
went into Cincinnati to con 
interviews. Three-fourths of 
women who were asked if 
would use the service said 
thought it was a geod idea 
they would use it. 

Cincinnati dealers said the 
gest weakness in national ad er. 
tising was its failure to tie in » ’it) 
the local dealer, and the majc ‘ity 
of the dealers were enthusi: sti 
about “Operator 25,” he report: 

A. W. Doolittle, director of ad- 
vertising, A. H. Pond Co., which 
uses “Operator 25” in Keepsake 
diamonds and ring advertising. 
said the service has, in six months, 
been an “outstanding success” for 
his firm. He reported that the 
some 1,500 calls “Operator 25” has 
handled for them represented a 
substantial volume, traceable 
through dealers and their orders, 
and that the service has also been 
effective in securing new author- 
ized dealers. 


ig- 


ws In the advertising of Bigelow 
carpets from the end of August 
through November, 2,448 calls had 
been received by “Operator 25) 
B. K. MacLaury, director of public 
relations and advertising, Bigelow- 
Sanford Carpet Co., said. 

Initial use of the service in a 
color page in The American 
Weekly on Oct. 31 for Glamorug, 
another Bigelow product, resulted 
in 321 calls the first day and a 
total of 4,612 during the following 
month. Mr. MacLaury said that 
one dealer was reported to have 
sold 15 rugs in two days as a di- 
rect result of “Operator 25” re- 
ferring inquirers from a news- 
paper ad to his store. 


Keyler Is Tyson President 

Fay Keyler, who joined O. S. 
Tyson & Co. 15 years ago and has 
been executive vice-president for 
the past two years, last week was 
named president of the New York 
agency, with Oscar S. Tyson mov- 
ing up to chairman of the board 
Irwin W. Tyson, treasurer, and 
Richard V. Morrison, an account 
group supervisor, were elected 
vice-presidents. 


Announces Sports Magazine 


Dell Publishing Co. used a series 
of three advertisements in 35 
newspapers in 26 cities last week 
to announce the first issue of 
Sports Illustrated, and the exclu- 
sive articles it contained. Robert 
W. Orr & Associates is the agency 


ABC's Billings Up in ‘48 
American Broadcasting Co. re- 
ports that in 1948 gross billings 
from the sale of radio time 
reached a new peak of $44,303,376, 
exceeding the previous. all-time 
record of $43,548,057 in 1947, 


Economical FULL COLOR 
BROADSIDES, CATALOGS, 
SALES PRESENTATIONS 


By Photo Gelatin, No-Screen, Process 
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THE BIGGEST YEAR IN ITS ENTIRE HISTORY 
The Evening Bulletin 


PUBLISHED IN 1948 THE LARGEST VOLUME OF ADVERTISING 
EVER PUBLISHED BY ANY PHILADELPHIA DAILY NEWSPAPER | 


FIRST IN RETAIL ADVERTISING e 


FIRST IN NATIONAL ADVERTISING 


FIRST IN TOTAL DISPLAY ADVERTISING 


FIRST IN DEPARTMENT STORE ADVERTISING 


FIRST IN TOTAL ADVERTISING 


THE CURRENT RECORD AGAIN DEMONSTRATES 
THE ADVERTISERS’ CONVICTION OF THE SALES 
PRODUCING POWER OF THE EVENING BULLETIN 
IN PHILADELPHIA AND ITS TRADING AREA 


The Evening Bulletin 


IN PHILADELPHIA NEARLY EVERYBODY READS THE BULLETIN 
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* Video-Juke Box 


May Be Winner, 
Industry Thinks 


Suntan Lotion Units, 
‘Elco-bowl’ Games 
Displayed at Show 


Cuicaco—Coin-operated televi- 
sion may be just the right shot in 
the arm for the nickel-in-the- 
slot juke box trade this year, it 
was indicated last week at the 


m coi artwork — 


ABBIT COLOR PRINTS 
“They're fast, they're cheap, they multiply." 
For sales promotion, presentations, dis- 
plays, etc. Full color facsimilies from your 
colored layouts, proofs, paintings—or Ko- 
dachromes. Ten duplicates minimum order. 
16''x20" largest. 


Thomas 8B. Noble Associates 
270 Perk Avenve, W.Y.C. 17, MUrrey Hill 8-009! 


1949 Coin Machine Show. 


Both established music machine | 


makers and newcomers have am- 
bitious production plans in the 
video field, but the costs involved 
are still a major obstacle to many 
operators, whose juke boxes stand 
idle while video sets are tuned in 
free for the customers in the pub- 
lic “locations” they had lined up. 

Coin-operated video has passed 
the “on-location” test during the 
past year, however, and produc- 
tion is expected to gain steadily 
during 1949. One of the most am- 
bitious of the newcomers in this 
field, Solotone Corp., Los Angeles, 
took over five booths in the main 
exhibition hall at the Hotel Sher- 
man to demonstrate its three-way 
“Master Entertainer,” an ingen- 
ious combination of radio, records 
and television. 


a The Solotone system operates 
with a number of entertainment 
boxes installed on the counters, 
bars and booths of taverns, cafes 
or restaurants. Each box houses 
a loudspeaker, coin accumulator 


and timing motor. Selector dials 
and program slips show the avail- 
able record titles. The customer 
selects any one of ten records, 
any one of four radio programs or 
—if video equipment is installed, 
too—the sound which accompanies 
the free picture. The video pro- 
grams can be seen by all the 
customers, but only those who 
dropped a nickel in the slot for a 
six-minute segment of entertain- 
ment can hear the accompanying 
sound. A master unit and a num- 
ber of Hallicrafter video sets 
complete the system. 

Solotone has more than 100 test 
units in successful operation, and 
claims that the initial installation, 
made in Los Angeles a year ago, 
is still grossing nearly three times 
as much as the previous music 
system. 

H. F. Dennison, president of 
Dennison Sales Co., national sales 
representative, dressed up the ex- 
hibit with nurses who handed op- 
erators prescriptions “for getting 
well”—make one Solotone instal- 
lation and one collection, and “re- 


peat as often as possible” to take 
in from two to four times as much 
money from the same locations. 


gw Videograph, Inc., New York, 
pioneer manufacturer of coin-op- 
erated video sets, which Mr. Den- 
nison formerly headed, introduced 
its latest member of the Video- 
graph line, a receiver which may 
be used with an adapter to tie in 
with any other kind of coin oper- 
ation—wall boxes controlling both 
picture and sound, or sound only; 
previously installed wall and coun- 
ter boxes, and juke boxes. The 
Videograph sets, equipped with 
Emerson receivers, also include a 
7 video-juke combination, a 
smaller set which may be used 
with an adapter, and a third for 
home or office use. 

Videographs already are in op- 
eration in New York, Philadel- 
phia, Baltimore, Detroit, Cleve- 
land, Miami, Milwaukee, Los An- 
geles and other cities where the 
company has distributors. 

Others in the field, though not 
all exhibitors at the show spon- 
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POST-GAZETTE 


_s 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 


calling on more total 


89,000 MORE THAN THE SUN-TELEGRAPH 
35,000 MORE THAN THE PRESS 


ED UR as eae tM 


In Pittsburgh only the Post-Gazette can route your advertising | 
as you route your salesmen in selling the million central city | 
people—then travel beyond to sing the same selling song to 
the two million more who live in and around the 144 cities and 
towns of 1,000 to 75,000 population . . 
families BY FAR than any other Pittsburgh daily. 


Advertising Age, January 24, 949 


sored by the Coin Machine [p. 
stitute, include Pantages M. es. 
tro Co., Hollywood; Speed: ay 
Products, Inc., New York, w) ich 
plans to more than double its ‘4g 
production; Aireon Mfg. Co., K in- 
sas City, Kan., which is offerir + 
Coronet-RCA combination; Tr: »s- 
View Corp., Chicago, which as 
made a tie-up with Belmont ta- 
dio; AMI, Inc., Chicago, wi! ic) 
displayed a test unit, and H ¢ 
Evans & Co., Chicago, which js 
planning a video-juke box. 


@ Many of the 120 exhibitors of 
music, amusement, vending and 
service machines boasted of me- 
chanical improvements in their 
new models, but there were few 
innovations. An outstanding new- 
comer in the vending field is Na- 
tional Service Associates, Phila- 
delphia, national distributor for 
the Sunstan, automatic suntan lo- 
tion dispenser produced by Stan 
Mfg. Co., King of Prussia, Pa. 

The company showed its “Spray 
Yourself’”* machines, and dispensed 
samples of the non-allergic lotion 
which is atomized. A dime in the 
slot provides an ounce of spray, 
enough to cover the entire body. 
Thoroughly tested during the past 
two summers at Pennsylvania 
beaches and pools, the machine is 
being promoted to operators in 
business paper space as “the first 
really new idea in a decade!” 

In the service machine field, 
distributors were offered a choice 
of shoeshine units by ten manu- 
facturers, compared with four a 
year ago. Shuffleboard games ir: 
the big “noise” in the amusement 
field, with operators and location 
owners reporting success’ with 
regular leagues for the customers. 
A new entry in the game machine 
competition is the Elco division, 
Electric Boat Co., Bayonne, N. J., 
which plans an extensive ad drive 
for its new Elco-bowl. 


ws Elco, biggest wartime maker of 
PT boats and peacetime manufac- 
turer of Elco cruisers and motor 
yachts, has purchased all rights 
to the bowling game developed by 
Strike, Inc., a Jersey City firm, 
and will promote an improved 
version for use in clubs, cafes and 
taverns, recreation centers, etc. 
The company also turns out stand- 
ard-size bowling pins on a mass- 
production scale. 

Visiting distributors and oper- 
ators included delegations from 
nine foreign countries, which have 
seen little new coin-operated 
equipment since the war. England, 
Canada and Australia have self- 
imposed import bans, while heavy 
duties, ranging up to 40%, are im- 
posed by Mexico and South Amer- 
ican countries. 

Harry Williams, Williams Mfg. 
Co., Chicago pinball game maker, 
was elected president of the in- 


| stitute, succeeding David Gottleb, 
|D. Gottlieb & Co., Chicago, CMI's 


first president and nine-term 
holder of that office. The institute 
was set up in 1939 as the only 
national trade group to represent 
all four major branches of the ‘n- 
dustry. Operators have banded ‘0- 
gether in the Coin Machine (’p- 
erators Association, which is « x- 
pected to start a drive soon oF 
reduction of the federal excise 4X 
on coin machines. 


Duraladd Appoints Corbin 


Duraladd Products Co., Di n- 


ellen, N. J., has named Cor )in 
Advertising Agency, New York t0 
direct the advertising for its @ u- 
minum extension and straight | 4- 
ders. Magazines and trade pu §!- 
/cations will be used. 
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m7) Taken off the human scrap heap 
ion i ... because women acted! 


rated 
gland, ii 3 
sclf- i @ THIS CANNOT GO ON! — declared women 


over the country ... was used in several states 
heavy 
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readers, shocked to learn of the callous, often 
brutal treatment given America’s helpless 
feeble-minded in many of our state institu- 
tions. COMPANION article “Take Them Off 
The Human Scrap Heap” drew requests for 
thousands of reprints . . . was quoted in the 
news and editorial columns of newspapers all 


to prove the need of larger appropriations for 
institutional care! 

A tremendous increase in reader response is 
resulting from the COMPANION’s dynamic edi- 
torial policy. In the women’s field it pays to 
keep your eye on the COMPANION and here is 
more dramatic proof of that! 
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HE WINNER! — Lloyd Hall Reports for the first ten 

orhs of 1948 show that the COMPANION leads the 
, on en’s service field in the editorial linage devoted to 

mu »ement, beauty, children and health. COMPANION has 
=| st claim on women in the “buying” years. 


WOMAN’S HOME COMPANION 


Monthly Circulation More Than 3,900,000 


WHAT A SALESMAN! — In the August COMPANION, some 
Williamsburg samplers were offered. These samplers were 
priced at $1.00 each. Orders poured in — are coming still. 
To date $8,998 worth have been sold. The COMPANION is 
“know-how” headquarters for the active woman! 


THE PAY-OFF! — Advertisers have spotted the COMPANION 
as the magazine that’s going to town in the service field. 
Because. the COMPANION gets results — 1948 showed a 
gain of 6212 pages of advertising! That gain is by far the 
greatest in the entire women’s service field! 
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two ships, three trailers, three di- 
amond rings, three watches, three 
fur coats, five television sets and 
enough furniture for several apart- 
ments. 

Also a jukebox, ladies’ hats val- 
ued at $12,000, portraits in oil, 
a horse and sleigh filled with food 
and a Shetland pony. 

Batten, Barton, Durstine & Os- 
born is the agency for the pro- 
gram, which is heard Tuesdays at 
10 p.m., EST. 


DeSoto-Plymouth 
Empty $181,000 
Out of ‘Jackpot’ 


New YorK—Home and studio 
contestants have “Hit the Jack- 
pot” for $181,000 in prizes. 

Since June 29, 1948, when De- 
Soto-Plymouth started airing the 
30-minute program on CBS, $121,- 
924 worth of loot has been awarded 
to six jackpot winners. The re- 
maining $59,460 in merchandise 
was carried off by also-rans. 

Making up this grand total were 
six DeSoto sedans, three houses, 
four trips covering half the world, 


Hehner Adds Duties 


Leonard A. Hehner, advertising 
manager, has been appointed man- 
ager of sales promotion of Ameri- 
can Lead Pencil Co., Hoboken, N. 
J., manufacturer of Venus pens 
and pencils. Mr. Hehner also will 
continue as advertising manager. 


LaPelle Joins Yardis 


Leona L. LaPelle, formerly in 
the new business department of 
Dorville Corp., has joined Yardis 
Advertising Co., Philadelphia, as 
an account executive. 


in HOUSTON 


(ay Dorsey and Peters 
' * PHOTOGRAPHY 


3418 WEST DALLAS @ HOUSTON 6, TEXAS 


Industrial @ Editorial @ Advertising 
16mm Productions 


Don’t Worry About 
RPMs; Scott's New 
Player Plays All 


Cuicaco—The record industry 
and its customers, upset by the 
rpm. battle, were somewhat de- 
confused last week, thanks to 
Scott Radio Laboratories. 

Scott showed a new player it 
has developed and will shortly 
market which can handle any 
phonograph record designed to 
play at the conventional 78 revo- 
lutions per minute, or at 33% or 
45 revolutions per minute. 

Columbia Records started the 
confusion last June with its LP 
Microgroove records made to play 
at 3344 rpm. Quite a few manu- 
facturers began making machines 
to spin discs at that rate. Earlier 
this month, RCA Victor announced 
the 45 rpm. records and a player 
to handle them (AA, Jan. 17). 

NowW comes Scott with the player 


handling any of the three speeds. 
This one has two pickup arms, one 
for 78 rpm. and another for either 
33% or 45 rpm. Although a price 
was not disclosed, it is believed 
the machine may sell for about 
$150—against possibly a cost of 
$250 for enough players of other 
makes required to hear all three 
types of records. 

Scott plans no advertising cam- 
paign in national media to back 
the player. It will, however, sup- 
ply ‘mats and other advertising 
materials to its 200 dealers and 
encourage local co-op newspaper 
advertising. Leo Burnett Co. here 
is Scott’s agency. 


ABP Adds ‘Forum, ‘LP-Gas’ 


The Associated Business Papers, 
New York, last week added two 
members, bringing its total to 138 
papers. The new ABP members 
are Architectural Forum, pub- 
lished by Time, Inc., and LP-Gas, 
published by Moore-Robbins Pub- 
lishing Co. 


DON BELL 
MUSIC & FUN DISC EMCEE 
6:00-8:00 A.M & 12:45-1:30 P.M. 


BILL RILEY 
QUIZ-WHIZ 
AUD PART EMCEE 


AL ROCKWELL 
LATE-EVENING PRINCE 


OF PLATTERS 


ae 
ty, 
ee 
RIES TUTTLE 


OUTDOORS EXPERT 
FOR KRNT & TRIBUNE 


GORDON GAMMACK 
P 6:00 P.M. NEWS-MASTER 
(TRIBUNE COLUMNIST) 


‘The Station With 
wie ‘The Fabulous | 
PERSONALITIES. 


and Astronomical 
_HOOPERS! 


ASK A KATZ MAN ABOUT 


DES MOINES 


and KRNT — The 
Register and Tribune Station 


“A Leader In The Nation... 
The Leader In Des Moines!” 


7:15 & 8:00 A.M. - 


GENE EMERALD 
AN AFTERNOON FAVORITE 


Music (Live and Wax) and Visitin’ 
3:15-4:45 P.M. 


AL "Ironman" COUPPEE 
RADIO'S MISTER SPORTS 


TWICE DAILY 


BETTY WELLS 
“First Lady In lowa Radio” 
11:30 A.M. COMMENTATOR 


CHARLES McCUEN 


NEWS ACE 
12:15 P.M. 


RUSS VAN DYKE 
NIGHT NEWS KING 
10:00 & 11:00 P.M. 


This Terrific Team of Air Salesmen Will Sell for You in a Market Rich, Ripe, Ready! 


Advertising Age, January 24, 949 


13 Cases Closed 
as NBBB Comhi:ts 
Phony Researcl: 


New YorK—The National B: tte; 
Business Bureau last week is: ved 
a report on what its rese: rch 
practices division is doing to ¢ )m- 
bat the deceptive use of the | ur- 
vey approach in door-to-door : e|]- 
ing (AA, Dec. 27, 1948), and 
about 13 companies it had or. 
rected. 

The division, started last (Oct- 
ober, so far has named an advisory 
committee, and begun a three- 
pronged attack (1) negotiating 
with user of the deceptive survey 
approach; (2) inaugurating an ed- 
ucational campaign to condemn 
the deceptive survey approach, 
and (3) distributing reports on 
legitimate research companies to 
local BBB’s and chambers of com- 
merce. 

The advisory committee is 
headed by Alfred Politz, and its 
other members are Archibald 
Crossley; Arthur Dougall, Stewart, 
Dougall & Associates; Emery Ruby, 
American Institute of Public Opin- 
ion; Dilman M. K. Smith, Opin- 
ion Research Corp., and Robert 
Williams, Elmo Roper, Ine. 

Some 36 research companies, 
agencies and media have joined in 
supporting the movement. 


# In the first phase of the opera- 
tion, the division closed with and 
settled the cases of 13 companies 
using the approach. These case 
histories were reported by the bu- 
reau in anonymous and condensed 
form, e.g., “following extended ne- 
gotiations, a large book publishing 
firm gave its assurance that the 
use of the radio survey approach 
to sell its publications had been 
ordered discontinued.” Among the 
cases were housewares manufac- 
turers, encyclopedia and magazine 
subscription salesmen, and an air 
conditioning company. 

Two cases are still pending, in 
which companies have argued that 
results of the “survey” will be 
published. The bureau argues that 
“however genuine a survey may 
be, it is a misleading and unfair 
practice for a person to gain entry 
to a home as a researcher and then 
switch to a sales pitch.” The bu- 
reau “intends to educate consumers 
on this sales tactic and to take 
such other steps as are available 
to it in combatting this practice.” 


w The bureau is considering a! 
identification card designed to help 
researchers, and research com- 
panies have provided the bureau 
with a factual report which has 
been sent to all local bureaus. Such 
companies have been urged (t0 
have local representatives coniac! 
local better business bureaus. 50 
that the local bureaus can ans ver 
any inquiries. 

The bureau urges members C0- 
operating with it to (1) have 
field researchers report every usé 
of the deceptive approach 
encounter; (2) have field re- 
searchers advise consumers \h° 
meet fake researchers to con at 
the nearest better business bur aU. 
and (3) call any misuses in ad e!- 
tising of legitimate research 0 
uses in advertising of question b!é 
research, to the bureau’s at °n- 
tion. 


Names Brisacher, Wheeler 

Brisacher, Wheeler & Staff, 92" 
Francisco, has been retaine 
handle the advertising of !« 
Homestead Baking Co., San F :"- 
cisco. 


Vernor to Zeder-Talbott 

James Vernor Co., Detroit, \ 
nor’s ginger ale, has placed its ° 
vertising with Zeder-Talbott, | 
Los Angeles and Detroit. 
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Says H. S. THOMPSON 
Advertising Manager 


MILES LABORATORIES, INC. 


"I go through every issue of ADVERTISING 


AGE. Naturally not every article in the 


publication is of interest to me, but I fre- 
quently come across things that are 
both informative and helpful, and 

find them always presented in 


an interesting manner.” 


par”) 


“tmportant to. . 


FOU 


\ 
TTT eee eee 


“I GO 


THROUGH 


EVERY ISSUE 


OF 


ADVERTISING AGE” 


H. S. THOMPSON 


“I have been an advertising man”, says Mr. Thompson, 
“since the days when the standard magazine page was 5” x 8”, 
and price was based on $1 per page per thousand circulation. 
No magazine charged more than $500 a page then. The 
Saturday Evening Post sold space for $3 a line, and boasted 
a revenue of almost $4,000,000 a year for the Post and 
Ladies’ Home Journal combined. Butter was 18c a pound, 
Arrow and Manhattan shirts were $1 each, theatre tickets 
for the best attractions were $1.50—no tax. I came with 
Miles 28 years ago as Advertising Manager—still hold 

the same position—apparently haven’t advanced a 

step in all these years. However, I have seen Miles’ 
advertising and sales advance to approximately 


ten times what they were 28 years ago”. 
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Editorial Leadership —As you glance over the titles, 
notice the wide variety of subjects. Represented are 212 short 
stories, 20 serials, 19 novelettes, more than 400 articles on 
national affairs, fascinating people, science and industry— 
and more cartoons than appear in any other magazine. 


The First Place for Advertising — It is interesting 
to note that during 1948 the Post alone carried 4,352 pages 
of advertising — which is 554 more pages than the second- 
place magazine. 


It's not surprising that a magazine of such high edi- 
torial standards should be the first place for advertis- 


ing as well. People believe what they read in the Post, 
and they instinctively have confidence in the products 
they meet on its pages. 


Truly, The Saturday Evening Post is the greatest 
magazine value in all the world, and during 1949 and 
in the years to come the Post will continue to be the 
most potent editorial and advertising force in all pub- 
lishing history. 
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The Noise of Many Records 


In a free society, such as this 
professes to be, it is of course no- 
body’s business if the leading pro- 
ducers of records and phonographs 
insist on making their business 
so complicated that neither they 
nor their competitors can sell any 
records. 

Yet the notion that each manu- 
facturer can go off in his own 
special direction, without regard 
to what others in the field are 
doing, strikes us as almost child- 
ish. A new advance in the manu- 
facture of records which produces 
disks with values hitherto un- 
obtainable is all to the mustard, 
even if it does require special 
playing equipment. But the idea 
gets a bit silly if every new de- 
velopment in the production of 
records is to require special play- 
ing equipment. 

Heretofore, home phonographs 
have been made to play records 
at a speed of 78 rpm’s, and people 
who have produced records have 
made their disks in accordance 
with this standardized turntable 
speed. When Columbia and Philco 
came along with the long-playing 
record using a new principle 
which requires a speed of 33 1/3 
rpm’s and a special pickup needle, 
the industry was inclined to be- 
lieve that the development would 
provide a shot in the arm, since 
it would introduce the obsoles- 


cence factor into a business which 
could make good use of such a 
hypo. 

But now RCA introduces still 
another advance in the record in- 
dustry, which requires a turntable 
speed of 45 rpm and still another 
special pickup arm, and the factor 
of obsolescence threatens to evolve 
into thorough confusion. It is pos- 
sible to induce people to replace 
what they have for something bet- 
ter, but it is difficult if not im- 
possible to make them give up 
what they have when a multi- 
plicity of choices are offered to 
them, all with very serious limi- 
tations. 

We don’t profess to know any- 
thing about the technical or tonal 
advantages of any of the records 
or instruments involved. But it 
does seem reasonable to assume 
that the record business, which 
has so suddenly been shaken out 
of its comfortable groove of stand- 
ardization, had better get back on 
the track pretty quickly. It is al- 
most as difficult to conceive of 
the ordinary householder buying 
three record-players to perform 
the function hitherto performed by 
one, as it is to visualize a single 
machine with enough pickup arms 
and speeds to accommodate all 
the sound-producing devices 
which human ingenuity is able 
to invent. 


The Dangers of Competitive Media Selling 


There is no reason why the var-| stances. 


ious types of media should not be 
competitive in their selling. They 
are competitive and it is mere 
unrealistic thinking which believes 
that in a competitive era, it is 
possible to sell against competitors 
without being competitive, and 
without forceful selling. 

But there are many good reasons 
why all media should take care 
chat they do not go overboard, to 
ihe extent that their selling be- 
comes so competitive that it is 
diverted from its principal job 
of selling for them to the perhaps 
pleasant, but generally unprofit- 
able job, of trying to sell competi- 
tive media down the river. 

In the long run, the weakest 
kind of selling there is consists of 
that in which each salesman does 
his best to convince the prospect 
that his competitor’s goods are not 
worth buying under any circum- 


With enough salesmen 
spending their time at such a task, 
the prospect soon develops the 
idea—and who can blame him?— 
that none of the competitors has 
anything to offer. 

Advertising dollars, like most 
other dollars, are not to be spread 
around as lavishly as they once 
were. That means that there will 
be greater competition between 
various types of media, as well as 
between individual media. Be- 
lieving whole-heartedly in the 
competitive system, ADVERTISING 
AGE does not decry competitive sel- 
ling by media or anyone else. Any 
other kind of selling is pretty 
weak stuff. But it is well to re- 
member that good competitive sell- 
ing is the kind that proves you 
are better than the other fellow, 
not that he is worse than you. 

There is an important distinc- 
tion. 


SELL EOE OT LES AAT Pee cod 
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—O’Brien, in G-E’s Mike and Camera 


“| don’t see why you say that’s the ONLY way you can enjoy television!” 


Freaks 1948 Type 


In Hartford, Travelers Insur- 
ance Companies noted the kind of 
peculiar statistics which gladden 
the life of the actuary: _ 

Two burglars tunneled for 
weeks to get into the bank of 
Hamilton, Wash., only to find it 
had gone out of business four 
years before; a Los Angeles thief 
tried to crawl through a doctor’s 
transom, fell, cut himself, called 
the doctor to patch him up; in 
Brooklyn, a bandit held up a store 
with a toy pistol, and the owner, a 
doughty woman, hit him in the 
face with a bowl of prunes, putting 
the gunman to flight—he was 
captured in the street; and in 
Moultrie, Ga., a cop tapped a sus- 
pect on the shoulder—the suspect 
spewed out five dollars in nickels 
and dimes. 

Further, a Memphis crook stole 
a brief case from a clergyman, thus 
getting a three-year supply of ser- 
mons; a Portland, Me., thief was 
caught by police on a Hartford 
toll bridge—he didn’t have the 
dime to get across; a Connecticut 
state trooper stopped a truck to 
warn that the rear springs were 
sagging—when he opened the 
truck door to help in shifting the 
load, he found a stolen safe; and 
in Provincetown, Mass., a cop 
searched a _ suspect, found him 
wearing two suits with pockets 
containing stolen sun glasses, vita- 
min pills, stage money, scissors, 
surgical throat lights and by count 
212 other odds and ends. 


Benign Banks 
Probably no one has leaped over- 
board into the sea of public re- 
lations with such gay abandon as 
have the banks. 
Nearly gone is the institution 
which brooded thoughtfully over 
its money, which had a staid and 
musty air, and an atmosphere of 
a morgue turned into a treasury. 
Nowadays most banks try to 
look like a cross between a country 
cottage and a California drive-in. 
When they open a new build- 
ing or branch it is with the gala 
air of a drunken miser—who for 
one carefree day showers largesse 
upon the unbelieving villagers. 
We were recently invited to a 


bank opening, not by word of 


mouth or a stilted statement, but 
by an engraved card, which said 
we were cordially invited to attend 
the opening of the branch office. 
The hours were from 9:30 a.m. 
to 9:30 p.m. (for opening day, of 
course, since no one expects bank- 
ers to keep hours which are con- 
venient for their depositors). 
And the lures: why, every new 
depositor got an attractive ball 
point pen, probably guaranteed to 
write underneath a chattel mort- 
gage; the kiddies (bless their 
little hearts, they may be in- 
vestors by and by!) were given 
novelty coin banks and lollipops, 
and each lady received a rose! 


Secretaries’ Shindig 


Down in Baltimore, vice-pres- 
ident and resident manager of the 
Lord Baltimore Hotel is Howard 
M. Busick, who thought up a slick 
gimmick four years ago and has 
profitted from it since. 

Four years ago Mr. Busick 
originated a secretary’s party. He 
accumulated a list of the secre- 
taries of corporation executives 
who were in contact with the hotel 
concerning reservations during the 
year. He invited them to a party, 
125 the first year. In 1948, just 
before Christmas, he had 450 
secretaries; it was quite a party— 
drinks, dinner, entertainment and 
a box of candy as each secretary 
leaves. The hotel benefits; despite 
declining room sales all over the 
country, it has as big a reserva- 
tion staff as it did in war years. 


Legal Living 

The Milwaukee Journal recently 
carried this example of truth in 
advertising: 


STARVING YOUNG ATTORNEY 
wants job .with living wage and 
potentiaHties; legal work not 
mandatory; BS, LL.B.; 29, Mar- 
ried, veteran. 


Jottings 

Gutman Advertising, Wheeling, 
W. Va., agency, uses a neat ad- 
vertising column for promotion, 
and remarks that persons who 
brag of being “just average” for- 
get that average is merely the 
poorest of the best and the best 
of the lousy... 


| 
| 
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Rough Proof | 


Ben Hogan's front cover pv lic. 
ity in Time was a fitting pri ude 
to the Los Angeles Open, bu: ap. 
parently his opponents faile ty 
read the story. 


Ben told Time readers that ny. 
one who doesn’t live in Calif: rnj, 
is a victim of circumstances, anj 
of course Mrs. Hogan is a ery 
important circumstance. 


The campaign of the Advertis- 
ing Council to increase the supply 
of scrap has already been remark- 
ably successful. The price has 
dropped $2 a ton and the stee} 
mills aren’t buying. 


Phil Harris, who tried unsuc- 
cessfully to put Southern Cal ip 
the Rose Bowl, has also done his 
best to elect a Mr. Burkley vice- 
president of the United States. 


Jim Mangan has laid claim to 
Celestia, space in all directions 
from the earth, with the exception 
of stars, planets, etc. The Mar- 
tians will be glad to know that 
they aren’t included in Jim’s do- 
main. 


Mary B. Ellis has begun pub- 
lication of “Agency Questions and 
Answers,” and the $64 interroga- 
tion will no doubt be, “How can 
you dispose of the client’s big blue 
pencil?” 


The Schwinn bicycle is now be- 
ing promoted as an ideal contest 
award. Those who use it for that 
purpose may want to call the 
lucky competitors Schwinners. 


Some people who were worry- 
ing about inflation are beginning 
to think that deflation may be just 
around the corner. In that event 
political vocabularies will once 
more include that delightful word, 
reflation. 


The Los Angeles area has had 
its biggest snowfall in 60 years, 
proving once more that when 
southern California starts out to 
do something, it nearly always 
does it bigger and better. 


Referring to the book publ ish- 
ing business, Bennet Cerf re- 
marks, “Large cocktail par'ies, 
costing thousands and accomp)sh- 
ing nothing, are a thing of the 
past.” 

But of course he’s a confir ned 
optimist. 


An advertising man looking fo 
a new connection describes | im- 
self as “college, married, etc.” 

When people get married, (‘¢Y 
have to expect the etc. 


An agency man claims i: 4 
classified ad that he can “p: -ify 
accounts with resultful ideas. 

This may be the year v 1e 
they’ll need pacifying. 


In 1948 confectionery becar ° 2 
billion-dollar busimess, and th 5¢ 
candy bar made history by 
tinuing to sell for 5¢. 

Copy v 
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Half the Philadelphia market 
is OUTSIDE the city limits... 


Don’t be misled about the Philadelphia Market! It’s 
twice as big as the city itself. Out in the prosperous 
surrounding 13 counties, lives the majority of the 
population in this Philadelphia Market Area. 


To capture this entire buying area—to reach the 
combined population of more than 4,000,000 per- 
sons—to sell them—you need THE INQUIRER. 


Read the Chart and YOU’LL SEE ONE OF THE 
MANY GOOD REASONS WHY THE INQUIRER 
HAS CARRIED MORE ADVERTISING THAN 
ANY OTHER PHILADELPHIA NEWSPAPER 
FOR 15 CONSECUTIVE YEARS! 


Compare these "Up-to-Date Figures” — 


NOT JUST THE “HUB"’— BUT 
THE WHOLE RICH MARKET! 


DAILY SUNDAY 


INQUIRER INQUIRER 
% OF FAMILY COVERAGE 


77.8 86.5 
75.0 87.7 
69.2 84.2 


WITHIN 
20 MILES 


Sse 7 / 65.5 82.1 
St 58.7 75.2 


WITHIN 
SOMES = 


NOW IN ITS 16TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


The Philadelphia Prguirer 


Exclusive Advertising Representatives: 


TED W. LORD, Empire State Bidg.,N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Cadillac6005 
West Coast Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 ¢ 448 S. Hill St., Los Angeles, Michigan 0578 
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PREFERENCE BY ADVERTISERS REVEALED IN RECORD 
OF LAST HALF 1948 VERSUS SAME PERIOD 1947 


Here’s the Score in Advertising Pages 


GAIN , LOSS 


Newsweek 


GAIN 4.25 . TIME Loss 17.3 


Saturday Evening Post | 10s 71.5 


Seeenemeian 


. Life LOSS 125.4 


* 


Collier’s OSS 2684 


SOURCE: P. I. B. 


ye THE MAGAZINE OF NEWS 
SIGNIFICANCE 
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Durene Sets Label 
Identification Drive 
for Consumers 


New York—The Durene Associ- 
ation of America, composed of 
manufacturers of mercerized 
combed cotton yarn, will launch a 
campaign emphasizing the Durene 
identification, and the major clas- 
sifications of merchandise made of 
Durene yarn, in April. 

A series of full pages in color 
will appear in Good Housekeeping, 
Ladies’ Home Journal and The Sat- 
urday Evening Post. Eight retail 


ADS PULL BETTER 
Illustrated with EYE * 
CATCHERS photos. 
Dramatize covers, house 
organs, posters, every 
promotion job. 100 new 


photos monthly. Used 
by biggest advertisers. 
Write for new FREE 
proofs No. 108. 


EVE* CATCHERS, inc., 10 East 38 St.,N. Y.C. 16. | 


publications and five textile pub- 
lications will also be used. 

An expanded program of direct 
mail to retailers, wholesalers and 
manufacturers dealing in goods of 
Durene yarn will supplement and 
merchandise this campaign. The 
number of manufacturers with li- 
cense agreements to use Durene 
identification now number 403, of 
whom 194 are hosiery, 50 under- 
wear and 125 outerwear manufac- 
turers. 

Smith, Smalley & Tester here is 
the agency. 


To Pathescope Productions 


William M. Nelson, writer, edi- 
tor, director and producer in the 
commercial film field, has joined 
Pathescope Productions, New 
York, in a client service capacity. 


Strang & Prosser Moves 


Strang & Prosser Advertising 
Agency has moved its offices from 
the Smith Tower to the Securities 
building, Seattle. 


Shulton Schedules 91 
Dailies for New Drive 


Shulton, Inc., New York, will 
launch a campaign for a special 
Desert Flower toiletry promotional 
package in 91 newspapers in 77 
markets starting March 15. 

The new package consists of 
toilet water and perfume for the 
regular price of the toilet water 
alone, $1.25. Wesley Associates, 
New York, is the agency. 


Kromer Appoints Walker 


O. W. Kromer Co., Minneapolis, 
manufacturer of tractor and trailer 
mounted and hand weed sprayers, 
has named Harold C. Walker, Ad- 
vertising, Minneapolis, to direct 
its advertising. State farm papers 
and farm implement publications 
will be used. 


To Harrington, Whitney 


Harrington, Whitney & Hurst, 
San Francisco, has been appointed 
to direct the advertising of Booth’s 
Crescent brand foods, product of 
F. E. Booth Co., packer of produce 
and fish. 


cl 
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The ATLANTA JOURNAL has a New Home! 


Monday, January 17 marked the beginning of an- 
other chapter for The Atlanta Journal. On that 
date the doors of its new plant were opened and 
the huge 16-unit Goss Headliner press with its six 


reader’ the best 


color decks was officially started. This is the fourth 
home for The Journal since its birth 66 years ago. 


The Journal has kept pace with the 
lanta and Georgia. Its circulation now 

247,108 families daily, 302.075 Sunday. 
total advertising soared to 24,387.803 lines 


Journal’s 38th consecutive year of 


growth of At- 
reaches 


The 
Atlanta adver- 


ee 


tising leadership. The Journal has enlarged and 
modernized its plant to give its advertisers and 


pect of the South's largest newspaper. 


Atlanta Zournal 


“Covers Dixie Like the Dew” 


service which they rightfully ex- 


Che 


A celebration in honor of Leona McMullen’s 25th anniversary _ ith 
Behel & Waldie & Briggs, Jan. 10, turned up the fact that Miss (c. 
Mullen had been with the Chicago agency longer than either of the 
principals, B. D. Waldie and G. L. Briggs. She started with Beh: & 
Harvey in 1924 and stayed through the change in management, w ich 
included Mr. Waldie in 1927 and Mr. Briggs in 1940. Mr. Behel and M; 
Harvey are no longer connected with the agency. . . 

Rounding out 65 years with Farm Journal, Inc., Philadelphia, Charles 
F. Jenkins, chairman of the board, was given a testimonial luncheo: by 
his associates. . . Federal Advertising Agency, New York, honcred 
four of its staff members at a luncheon Jan. 10. Recipients of old 
watches and scrolls from President Gordon E. Hyde, for more {ran 
30 years’ service, were: 
George F. Chatterton, ee a ee 
production man; Harry a 
MM. Tax, assistant treas- ~ ; ; RS 
urer; George F. Finley, +e 
vice-president and pro- 
duction manager, and 
Sadie Lazarus, head of 
checking. . . 

Spencer L. Coxe, 
Boston sales manager 
of Curtis Circulation 
Co., affiliate of Curtis 
Publishing Co., was 
given a farewell din- 
ner at the Statler on 
the eve of his retire- 
ment after 37 years 
with the company. He 
and Mrs. Coxe will 
spend several months 
in Florida. . . Marye 
Dahnke, director of the 
consumer service de- 
partment of Kraft 
Foods Co., Chicago, re- 
ceived a gold watch in 
recognition of her 25 
years’ service with the 
company. In _ private 
life she’s the wife of 
Vernon Beatty, Swift 
& Co.’s director of ad- 


DUDE—Bee Angell, Chicago market researcher, posed 


vertising. . . for this shot on Christmas Day at the Slash Bar K 
The veteran Detroit — janch, Wickenburg, Ariz., where she was vacationing. 
automotive adman, 


Austin F. Bement, has been awarded a Packard dealership in New 
Rochelle, N. Y., where he opened sales and service facilities at 162 E. 
Main St. (Boston Post Rd.) with a reception and housewarming on Jan. 
14. He was at one time executive v.p. of Grace & Bement and later, v.p. 
of Swaney, Drake & Bement in Detroit. . . 

Shirley Woodell of J. Walter Thompson Co. left New York Jan. 10 
for a four week trip to Panama City, Bogota, Caracas, San Juan and 
Havana on behalf of the agency’s international clients. . . Katherine 
Kerry, fashion editor and women’s events manager of Station KQW, 
San Francisco and San Jose, has returned from a three-week sojourn 
in Hawaii.. She denies having had anything to do with the Mauna Loa’s 
blowing its top... 

Syd Eiges, NBC’s vice-president in charge of press, New York, re- 
turned to his home town, New Kensington, Pa., Jan. 13 to address the 
high school assembly in the morning and give a talk on “the Future 
of Television” at the Women’s Club meeting in the afternoon... An 
evening course in business paper editing will be taught this spring by 
Julien Elfenbein, editorial director of the home furnishings group of 
Haire Publishing Co., at the division of general education, New York 
University. . . 

Brig. Gen. David Sarnoff, chairman of the board of Radio Corp. of 
America, New York, left for England aboard the Queen Mary Jan. 12 
to testify before the British arbitration tribunal that will hold hearings 
later this month to settle the value of the British Cable & Wireless Co., 
recently nationalized. . . 

John Jr., son of John Anderegg, Saturday Evening Post salesman, 
rowed for Princeton in the second annual Palm Beach invitation re- 
gatta. . . Leonard Dreyfuss, president of United Advertising Corp. 
Newark, N. J., has been appointed by Gov. Driscoll of New Jersvy, 
as chairman of the committee to receive the French “Gratitude Train” 
which is due to arrive in this country about Feb. 5. . . 

Loyal M. Kelly, formerly a senior account exec with McKim A'- 
vertising, Toronto, is acting as gen’] manager of the Canadian Natio: a! 
Sportsmen’s Show, set for the Coliseum, Toronto, March 18-26, spo .- 
sored by the Toronto Anglers’ and Hunters’ Association. . . Hugo Wa:- 
enseil, head of the Dayton agency bearing his name, has been elect d 
president of the Presidents Club, an organization comprising the pre: i- 
dents, v.p.s and immediate past presidents of the service clubs f 
Dayton. .. 

Rita LaRoy, who writes, produces and emcees “Who’s That Gi’ 
and “Woman’s Page” on KTLA, Los Angeles, has been signed 
play herself as a fashion commentator in the 20th Century-F 
picture, “You’re My Everthing”. . . The engagement of Martha Ja 
Nicholson, daughter of Ralph Nicholson, publisher of the New Orlea 
Item, to Willoughly Brooke Beresford Fox has been announced. 

Stanley Blish, of Benton & Bowles, New York, was married 
Carolyn Bullis, of Port Washington, L. L, on Dec. 30. . . In the engag 
stage are Warren Fales, of Doherty, Clifford & Shenfield, and Nan 
Edgar, of Harper’s Bazaar; John Hickey, ad manager of paint produ: 
of National Gypsum, Buffalo, and Catherine Lawlor, head of the tra‘ 
bureau of Time, Inc., and Doug Burch, Benton & Bowles, who w 
marry Mildred Irby, a New York girl, on Jan. 29. . . 

An award donated by Philco Corp.’s vice-president in charge 
distribution, James H. Carmine, was presented to Herbert S. Schie . 
pres. of Artophone Corp., St. Louis, for the best advertising and me 
chandising of Philco products during the latter half of 1948. T° 
presentation was made by John M. Otter, v.p. and general sales manag’ 
of Philco... 
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Censors Drive 
Distillers Daffy, 
Whiting Reports 


New YorK—Nobody suffers from 
advertising restrictions like the 
poor distiller. 

That was the theme of a talk 
by Vice Admiral F. E. M. Whiting, 
USN (Ret.), president of the Li- 
censed Beverage Industries, iden- 
tified by a press release as “a re- 
search group of the wine and 
spirits industry,” to Advertising 
Men’s Post No. 209, American Le- 
gion, here. 

The admiral said present pro- 
hibitionist efforts to restrict liq- 
uor advertising even more is only 
a prelude to additional curbs on 
the advertising rights of all busi- 
ness. 

The overlay of state liquor ad 
regulations was described by some 
researchers as “legal idiocy,” he 
said. These restrictions are in- 
geniously constructed to hamper 
preparation of acceptable adver- 
tising copy for brand advertising 
and to shackle the liquor industry 
in competing for existing mar- 
kets, he charged. 


s The restrictions “drive adver- 
tising men and distillers almost 
daffy every time they prepare an 
advertisement,” he reported, and 
said the time expended and costs 
of preparing mats and other 
physical costs constitute “an ex- 
cessive charge against the indus- 
try’s advertising expense.” 

Distillers, who are “keenly 
aware of their responsibilities” 
and “will continue to do every- 
thing in their power to keep their 
advertising on an ethical plane,” 
have been bound by an unwritten 
voluntary advertising code, Ad- 
miral Whiting explained. 

This code requires that distillers 
(1) prohibit the use of Sunday pa- 
pers, in the belief that liquor 
advertising should not penetrate 
the home on Sunday; (2) do not 
use religious symbols or anything 
symbolic of religious holidays; (3) 
do not use women in advertising, 
and (4) do not use radio or tele- 
vision, 


# An agency working on a dis- 
liller’s account must be prepared 
to show copy and layouts to the 
advertiser, his attorneys in Wash- 
ington and the Alcoholic Tax Unit. 
Further, copy and layout must 
be presented to 12 state agencies, 
Which insist on full rights of 
censorship. 

Two states of the 12 do not 
permit drinking scenes and have 
been known to refuse to pass an 
ad which showed a bottle with 
the federal tax stamp broken. 

!'o show the lengths to which 
censorship is sometimes carried, 
Admiral Whiting reported that 
one state will not permit pets in 
liguor ads. One company showed 
layouts with dogs; the ruling came 
back quickly—small dogs (chows, 


terriers, cocker spaniels, etc.) 
Were banned; large dogs (mas- 
tifs, St. Bernards, etc.) were 


ok.y. “The reason? Well, it seemed 
thet in the state in question, cen- 
Soring officers were of the opinion 
thot the, smaller dogs appealed to 
ch ‘dren whereas the larger dogs 
dic not.” 


WEN Appoints Rind, Caskey 


ules Rind has been appointed 
Pr gram director of Station WPEN, 
Ph ladelphia. William B. Caskey, 
ass stant to the manager and super- 
Vior of programs, has been pro- 
m ted to assistant manager. 


vless-Kerr Elects Two 


_ ‘eville Bayless, secretary, has 
Seon elected treasurer of Bayless- 
rr Co., Cleveland. Harry D. 
ls has been named secretary of 
ne agency, 


Forjoe Names Mrs. Dodson 


Mrs. Dora C. Dodson, who has 
held various positions in adver- 
tising in the South, has been ap- 
pointed general manager for the 
southern territory by Forjoe & Co., 
New York, radio station represen- 
tative, which recently opened an 
= office at 294% Peachtree 

t., N. E. 


Crucible Steel to Basford 


G. M. Basford Co., New York 
and Cleveland, has been named 
to direct the advertising of Cruc- 
ible Steel Co. of America, New 
York. Business papers will be 
used for a campaign featuring 
stainless steels. 


Join CBS Sales Statt 


John D. Fitzgerald and Ralph E. 
McKinnie have joined the sales 
staff of CBS-TV, New York. Mr. 
Fitzgerald formerly was associated 
with Compton Advertising. Mr. 
McKinnie previously was an ac- 
count executive with the DuMont 
television network. 


Joins Marschalk & Pratt 


Brice Disque Jr., formerly man- 
ager of the radio department of 
Compton Advertising, has joined 
Marschalk & Pratt, New York. He 
will serve as a contact man and a 
writer on the Standard Oil Co. 
(New Jersey) Philharmonic broad- 
casts over CBS. 


KXOK-FM Issues Rate Card 


Station KXOK-FM, St. Louis, 
has issued its first rate card. The 
rates for Class A, one time, are 
$18 for announcements; $23.50 for 
news and sports, and $19.75 for 
service features. Class B rates, one 
time, are $9.50 for announcements; 
$12.50 for news and sports, and 


$10.50 for service features, and 
Class C, $7 for announcements; $9 
for news and sports, and $7.75 for 
service features. 


Schmidt Joins Caples 


E. C. Schmidt has joined Caples 
Co., New York, in an executive 
capacity. 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


CHURCH PROPERTY 


ADMINISTRATION 


Published bi-monthly at Milwaukee, Wis. 


{| 


There are two ways to handle dealer help direct 


mail. One will assure that your mailing pieces 


reach the market—the other may result in your 


mailing pieces NOT being mailed at all. 


Ask your dealers to take care of all handling 


and mailing details and the mailing pieces you 


supply are apt to wind up under the counter to 


gather dust. 


But give them a program that relieves them of 


all work and you get the dealer cooperation you 


have a right to expect—your direct mail hits the 


RE ae hs = ee Oe Saas SoM Se ey Bie hs A at ata 


mark at the right time—and your promotional dol- 


lar is fully accounted for. 


The Donnelley method of handling the entire 


campaign—creating and printing—supplying the 


lists—imprinting—addressing and mailing—has 


been proved by many of the nation’s advertisers 


as the most efficient, most 


economical plan for 


dealer direct mail promotion. 


To get the full story on a Donnelley-produced 


campaign, get in touch with your nearest Donnelley 


office. 
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THE REUBEN H. DONNELLEY CORPORATION 


350 £.22nd ST. 


305 E. 45th ST. 
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More and more camera adver- 
tisers are finding that Sports an eg SR 
Afield’s famous Spend-o-crat"mar- | 
ket represents the most responsive =| 2 
audience of men available today. 


bs 3 


American Bolex Co. General Electric Co. 
Argus, Inc. Kalart Co. 

Bell and Howell Radiant Mfg. 

Da Lite Screen Co., Inc. | Revere Camera Co. 
Eastman Kodak Co. Universal Camera Corp. 


i-M Laboratory, Inc. Wolk Camera 
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finer things of life—and the leisure and 
means to enjoy them. 
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a4 : ‘ ‘ ges + ae 2 " For instance, a recent survey shows that 


Spend-o-crats are 84% better prospects for 
cameras and camera equipment than nom 
sportsmen. 
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.. First Light Bulb 


_ Contest Announced 
by Westinghouse 


BLOOMFIELD, N. J.—Westing- 
house Electric Corp.’s lamp divi- 
sion will hold a sentence-comple- 
tion contest March 15-May 1 to 
help boost the number of its re- 
tail outlets for light bulbs. 

Customers must buy six West- 
inghouse light bulbs to compete for 
$31,000 in prizes. The contest will 
be promoted with four-color page 
fmmsertions in The American 
Weekly, Good Housekeeping, Life, 
Look and The Saturday Evening 
Post and with two full-page four- 
color ads in Parade, This Week 
Magazine and locally edited roto 
newspaper sections. Color spreads 
in a long list of business papers 
will also be used, as will Westing- 
house’s Ted Malone newscasts 
heard Friday mornings on ABC. 

The contest, first ever held to 
promote lamp bulbs, is the largest 
ever run by the lamp division. 


Free 


BOOK SHOWS- 


without... 


© Costly consumer advertising 
@ Conventional jobber-dealer setup 
© The expense of salesmen's salaries 


This realistic exposition of the only 
low-cost, short-cut to national sales 
describes the method now used by 
such successful companies as: 


Company Estimated Annval Sales 


Real Silk Hosiery Mills . . . $15,000,000.00 
Davis Paint Company ... 5,000,000.00 
Knapp Brothers Shoes. ... 15,000,000.00 
Master Garment Company. 2,000,000.00 
J. B. Simpson Tailoring ... 10,000,000.00 
Sterk Brothers Nurseries... 10,000,000.00 


These are but a few of the 6,000 
firms who used this sales method in 
1948 to sell over a thousand different 
products and services—to the tune 
of $5 billion gross sales. 


This booklet has helped hundreds 
of small manufacturers grow big— 
scores of large manufacturers in- 
crease sales volume. It shows a low- 
cost way to overcome prohibitive 
distribution costs . . . provides an 
answer to today’s increasing con- 
sumer resistance at point of sale . . . 
tells why independent distribution 
is the best possible solution to your 
sales problems . . . and shows you 
how you can take immediate steps 
to tap this lucrative big market at 
little expense. 

Learn the profitable secret 6,000 
direct-selling companies use to gross 
annual sales of over $5 billion! Send 
today for your complimentary copy 
of the informative booklet, ‘How 
to Build National Distribution 
Quickly.” Find out whether your 
product is adaptable to the direct 
selling field. If it is—and we'll tell 
you frankly one way or the other— 
you'll be amazed at the ease and 
speed with which you can build a 
national sales organization. (Many 
do it in 60 days!) Write on your 
letterhead for your complimentary 
copy today! 


_ OPPORTUNITY 


MAGAZINE 


GATEWAY TO A $5 BILLION MARKET 
28 E. Jocksen Bivd. Chicege 4, lilinois 


Herbert E. Plishker, advertising 
and sales promotion manager of 
the division, said the contest is 
used because “it is no secret that 
today prize contests are America’s 
favorite game.” He hopes for 100,- 
000 or more contestants. 

“We believe, moreover, that the 
campaign will offer numerous ben- 
efits to dealers who sell Westing- 
house lamps,” Mr. Plishker said. 
“In the first place they will sell 
more of them, because the public 
must buy bulbs to enter the con- 
test. And light bulbs are one of 


geared F 


the highest profit iterns in a store. 
The campaign should also be a real 
traffic builder.” 


WESTINGHOUSE PLANS 
MORE MAGAZINE ADS 


SPRINGFIELD, Mass.—A 66% boost 
in national magazine advertising 


is in the cards for Westinghouse 
Electric Co. in 1949 to meet the 
“increasingly competitive market 
in electrical appliances.” 

William H. Loeber, eastern dis- 
trict manager for Westinghouse’s 


appliance division, said the ad- 
vertising increase is designed to 
take into account that consumers 
“are going to be increasingly dis- 
criminating in their search for 
quality in merchandise this year.” 

Westinghouse, said Mr. Loeber, 
also plans to continue its major 
city newspaper advertising cam- 
paigns. “The success of newspaper 
advertising campaigns held last 
year have proved the high value 
of newspaper advertising,” he 
pointed out, “and an important 


ha gn 
es 
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part of our sales campaign this 
year will be in newspapers.” 

Loeber outlined the advertis ng 
program at a meeting at the West- 
inghouse plant here to introduce to 
western New England dealers ‘he 
company’s 1949 line of eleciric 
ranges and refrigerators. 


ws He predicted that more than 
1,500,000 electric ranges would be 
sold this year. “We look forward 
to a period of continuous prod)ic- 
tion and employment both in our 
Mansfield, Ohio, and East Spri) g- 


long term 
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fie|d plants.” 

And, said Mr. Loeber, “we may 
exceed our production goals of 
1948 if the steel supply situation 
eases.” Last year, the company had 
ecord-breaking production and 


"eS. 
Westinghouse, he said, entered 
the new year in a “very strong 
position” because it has the low- 
est inventory of major appliances 
on hand in the history of the com- 


pany. 


eee 


.e of 2,500,000 electrical appli- 


Alumaroll Names Mahlin 

Alumaroll of Detroit, Inc., has 
appointed Shutran Mahlin Adver- 
tising, Detroit, to direct the adver- 
tising and merchandising of Alum- 
aroll aluminum home and com- 
mercial awnings and Westhershield 
canopies. Newspapers, radio and 
television will be used. 


Bain Joins Kayton-Spiero 

Sanford K. Bain, formerly an 
account executive of Flint Adver- 
tising Associates, has joined Kay- 
ton-Spiero Co., New York, in the 
same capacity. 


Schedule Marketing Meeting 
The National Marketing Con- 
ference, sponsored by the domestic 
distribution department of the 
Chamber of Commerce of the 
United States, Washington, D. C., 
will be held at the Neil House, 
Columbus, O., March 8-9. 


Joins ‘Hunting & Fishing’ 

Keith Slayton, formerly with 
Tide, has been named represent- 
ative of the eastern advertising of- 
fice of Hunting & Fishing, making 
~3 headquarters in the New York 
office. 


G-E’s TV Show Goes Network 


General Electric Co.’s “Riddle 
Me This” television film quiz pro- 
gram, which has been carried on 
WCBS-TV, New York, since its 
premier on Nov. 14, will be tele- 
vised regularly over the CBS 
East Coast television network Sun- 
days, 8:30-9 p.m., starting Jan. 
16. Batten, Barton, Durstine & 
Osborn, New York, is the agency. 


Now Altes Brewing Co. 

Tivoli Brewing Co., Detroit, pro- 
ducer of Altes beer, has changed 
its name to Altes Brewing Co. 


HOW TO MEASURE A NETWORK 


As radio has grown, so have the techniques of measuring a 


network’s advertising efficiency... 


And with each refinement of survey technique, NBC’s No. 1 


position in radio becomes more impressive: 


More total audience—a weekly total of 3,700,000 more radio 


families in the evening than any other network, 2,g00,000 more 


in the daytime. BMB—Apyustep To DATE 


More average audience — On a national basis, the average sponsored 


evening program on NBC attracts a 44% larger audience 


than on any other network. In the daytime, N BC’s audience 


advantage iS 22%. U S Hooperatincs 


More popular programs—In spite of numerous program shifts 


throughout the years, N BC continues to have the largest 


number of the most popular programs on the air. The present 


score — 15 of the first 25. PROGRAM HooperATINGs — DECEMBER 15-21 


More advertising dollars— Advertisers in 1948 spent over 


seven million dollars more for facilities on N BC than on any 


other network. Basrp on PIB 


More advertising efficiency— Using both time and talent costs, 


NBC delivers 11°% more homes per dollar than any other network 


in the daytime and 10% more in the evening. U $ Hoorrranines 


Such are the proportions of... 


NBC... Americas No.1 Network 
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THE NATIONAL BROADCASTING COMPANY—a Service of Radio Corporation of America 


A COMPANY ANNIVERSARY is 
far more than a mere .marking on 
a calendar. From a MANZ VIEW- 
POINT, it is more than a yardstick 
of time. Take an older company— 
one fifty or a hundred years of age. 
The casual statement that the com- 
pany has survived a long period of 
commercial history in no way in- 
dicates the keen guidance of an 
efficient management; how the de- 
structive, uncharted rocks in the 
sea of business have been avoided, 
and the ship brought through the 
stormy eras of depressions, re- 
trenchments, and strikes. 


Every company has had its mo- 
ments—some happy, many un- 
happy; some bright, some gloomy. 
But the people with whom the com- 
pany does business are not always 
familiar, or even aware, of the 
dramatic episodes and _ incidents 
which have only served as chal- 
lenges to a perceptive and astute 
management. They don’t know that 
the establishment of rigid quality 
standards of manufacture and 
highly set policies regarding atti- 
tude toward customers and their 
needs, have been the strong foun- 
dation upon which the company has 
built its durable framework. 


An anniversary brochure can be 
made to present the vigorous story 
of a company’s history with dig- 
nity, minus the characteristics of 
boast and brag. Company histories, 
as a rule, are interesting. Fortune 
Magazine has built a fine, high- 
bracket circulation purely on the 
basis of presenting a A of 
business organizations frankly and 
factually. This proves the point 
that the well prepared, appropri- 
ately illustrated company history 
can attract the kind of attention 
and approval which wins long time 
good-will. 


Some of the nation’s finest cor- 
porations have called upon Manz 
to design and produce anniversary 
brochures commemorating long and 
eventful histories. Edward Hines 
Lumber Company, Joseph T. Ryer- 
son Steel Company, Inland Steel 
Company, Chas. D. Briddell are a 
few on our list who have found 
that Manz knows how to gather the 
facts, write the story, make the 
illustrations, produce the engrav- 
ings, print either letterpress or off- 
set, bind, and deliver outstanding 
printed pieces devoted to the mis- 
sion of circulating the right kind 
of an historical account with dig- 
nity and refinement. 


If your company is contemplating 
the use of a well printed, properly 
designed commemorative brochure, 
let us send you an example or two, 
demonstrating our ability to work 
with you. The whole job would be 
handled within our own plant. 


Uiny Size Job it 
a Manze Size Sob 


MANZ 


CORPORATION 
Engravers and Printers 
4043 Ravenswood Ave. 

Chicago 13, Illinois 
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The Editors ot TRUE * The Man’s Magazine * were too close to the _ 


job to realize the February issue was “‘loaded”’ of f 
when final proofs were sped to the printer. Later, one of them thumbed idly through the dummy. 
Suddenly he stopped, leafed back, rapturously counted the dazzling names: Paul Gallico, Robert 
Ruark, MacKinlay Kantor, Budd Schulberg, Lucian Cary, Philip Wylie, Ken Purdy, Carlton Brown, 


Robert Pinkerton—and more! ‘‘This,’”’ he roared, ‘‘is a GREAT issue!’’ Here is a summary of the issue. Not 


Story for story, no other magazine in the country will top it. 


WE ARE READY, MR. STALIN 
Robert C. Ruark 


COMPHIBLANT is the Navy’s way of saying Atlantic am- 
phibious command and Bob Ruark’s crackling article drama- 
tizes the almost fantastic operation going on at Little Creek, 
Virginia. There, Army men talk pure Navy slang; you see a 
colonel build castles in a kid’s sandbox and grizzled bras 
play choo-choo with toy trains, trucks and tanks. But dg 
kid yourself. It’s grim. Men hit beaches that blow u 
their faces; plagas fly down their collars, des} sho 


over their hed s Army, Navy and Air wq@iiemgethia 
It will cop@igeurprise — and a ort se 
think A@MEROAS strutting grou Par. 
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yoy YES IN HOLLYWOOD 
map. and Budd Schulberg 


This is TRUE @@pok-length feature. It carries a stunning by- 
line — B. F or H Budd Schulberg. Budd, well-known for hj 
many figh@ipries, is the author of What Makes Sammy R 
and The der They Fall. His dad, . Sch g, i 


Hollywood Pioneer and one-time produttion dige@ 
mount Pictures. The story is an exchagiim of 
between father and son ingaiii® th acai his 
the movies Mim nickeiede¢ doy spegiamblan@gesent. 
“What’ ron 4 . pee Yasty to say 
aod if wonees ram paabitaurgument, you'll 
it . ss Da new light on directors, 
+ Hie Ye the inner workings of the industry. 
ae! iam thiig 5 never knew before. Did D. W. Griffith 
; Bagte-up? No. It was Edwin S. Porter d Porter 
Saeeily Was the father of the dramatic motiqgi 
Bin is better qualified than B. P. to give yo 


hen 


with o pistol, occasionally with nife. Once he dug his 
victim’s grave before he finishedigjfim off. He was short, fat, 
bald and wore horn-rimmed glasses. Not the man you've 
always wanted to meet, perhaps, but the British Army doted 
on him. He was their ace triggerman — professional as- 
sassin, if you will — and his thirty-five targets were Nazis 
and Japs who had it coming. “Find him and kill him,” 


+ f g e 


what to do when, say, he found himself in a § 
room with six Nazis, all ticketed, and two 7 ° 


greatest driver — the hottest professional in ¢ 
hot pros. Nuvolari is a dying man. He has ¢ 
few races knowing that at the end they'd § 
out of the car, his yellow sweater wet with | 


hen with his 
came off i 
the car in 


Paul Gallico 


Remember Gertrude Ederle, the shy, brown-haired kid w 
swam the English Channel back in 1926? She wag,the swe@m 
est thing to come out of the Tabloid Twenties gam of all 

fabulous figures of that she legst de yd the 
twist of events that took @ milligmpllc 


palm of her hand. But Aplilic dell 4 - 
gives you the inside stuffrle in the@iamm gd tells 
how the tite bpholed them- 


selv | aving engineered a 
wh bi 5 the aid of six airplanes, 
: A it Mo sc * aid a glorious egg.- 


MARS IN AQUARIUS, OPPOSED 
MacKinlay Kantor 


MacKinlay Kantor answered a telephone and made this 
story possible. It was wartime London, and he had just de- 
cided to get up from his typewriter to visit the w.c., short 
for bathroom. Rings the bell. Nine and one-half hours elapse. 
Remember — he had got up from his typewriter to visit the 
w.c.? Well, you find yourself frantic with anxiety as he 
travels in taxis, buses, trains and planes and always just 
misses getting to the head. You'd think he'd have time dur- 
ing that exciting mission to Epaulard in a B-17. Nope. He Ever 
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was a civilian gunner, believe it or not, and the Germans 
kept him busy all the way and back. It’s as hilarious a piece 
of frustration as you'll ever read. And the payoff line will 
be the talk of washrooms the country over. 


TRAPPER 
Robert E. P 


Alec Graham set out Xe] 

North to trap bush 4 e by white 
men. Bob Pinkertog ofa cusper BIf, ed with him 
just before he left@ bt Inc ?” Pinkerton asked. 
“I've never had tre hem,”’ Graham said. He never 


came out. Grate d worked trap lines from Wis- 
re Po ee Cirdimror forty years. He could read ¢ 
mind. He outwi ! 
: ik who stole 


the wolverine who stole hiesbc 
ilver-fox skin and tk yo 

we who stole his cache of furs—$80C 

the Ojibwas said, “Same a 

praise. A saga and 

knows whereof 


vie of her own making back 
was a flicker-addict and a fascinated 
" f murder trials. Dark, pretty and dimpled, 

fen a stenographer, then a chorus girl in a fourth- 
rate Maw. She married a big oil-stock salesman. When be 
began to cheat, Clara and a friend brutally + 
luckless rival. She adored herself at the tria 
adored her, and apparently the jury adore 
only ten to life in San Quentin. of all gS, 

rson adored her. He fell in Ic 

fiaxt came into her@i tsi 
and. She | ave, ouis Fond 
lied adgiyy Borter, — 
all . appened next is not 
ly i 


THE LIGHT ON PURDY’S HILL 
Donald E. Keyhoe 


m still, 
flas 


wouldni@® wa 
9 Ope it Amen dys 


if er an v 
" yhtin up the 


men tg 
h had to get a lig 


lf you owned a mgonshi 
2,000,000-candlep r k 
didn’t, and what@ing chy Age 
hulking sons, he #i@ihareare g 
the Department om bu 
airmail re a strumed i 5 G@aensic 
pigct ak ewe ten | 
; up few ‘tie - he airway, and you didn 
ll thiiitirwe what happened? ‘“God-dang reve- 
dae Jeb Now they’re fixin’ to use a sarch-light 
i stills.” We'll leave it up to you to find out 
Airways’ Man Smith bamboozled the Purdys into light- 
ing up the whole shooting match—and that’s no joke. 


THE MOST ACCURATE SHG G 
IN THE, W@eaLc 
u cle | 


Ever have to shoot 4] { h postage sta 


BE, 

Fa: 
ot) 
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th a rifle too heavy to hold—and have to hit the mark 
e times in a row to get into the money? Well, they've 
meen doing it for 100 years in this country and canceled 
t a lot of postage stamps. It’s called bench-rest shooting 
and it’s unique. The idea isn’t so much to find out how 
goad a shot you are, but to learn what your rifle will do 
win the human errors in sighting, holding and firing have 
en eliminated. TRUE’s gun expert got together with a 
bunch of gun cranks at a bench-rest match and the prepara- 
tions he made are fascinating. You need more than a rifle 
and some ammunition to come up with the best shooting 
in 400 years of trying. That’s what these boys did. 


ARE NO AVERAGE SAILFISH . 
Philip Wylie . 


is side and on that side. He'd pull against 
ng out, and I'd flounder over backward. 
H Sw how many times he threw me. Maybe six. 

ow, he stayed within twenty feet of me and | finally 
realized he was thinking of getting in there with me and 
sparring it out.’’ Sounds as if some poor guy had got him- 
self mixed up with Joe Louis in a telephone booth. But no, 
a sailfish is doing all the cutting up, and the victim is a 
friend of Philip Wylie. Wylie, who knows more about sail- 
fish than sailfish know about themselves, has given us one 
of the most exciting stories we've run. 


WHAT’S HAPPENED TO BURLESQUE? 


Carlton Brown 


A good question, and you can relax because a answer is 
good. Despite the banishment of burlesque from Ne 
and the notion that the strip-tease is a lost art for Am 


bal. And what Pca 
to work on the danse du vent 


Boulevard A Bump (52nd Street) in New York. It’s a n 
—or rather a nautch. 


KING O@tHe LAS® W, jf 


ent D yy te 
be mf pie ec e National 


oat or years Fer ben years before that 

dy g, scrapping defenseman who 
nds-uround with a shocking abandon 
ith a tongue which, for safety’s sake, 
r fitted a man of 200 pounds. His lickety 
play-off for the Maple Leafs—and more 
than once im a punch in the snoot. There are plenty * 
of laughs insthis story of the referee who is sharp to spot 
an infraction of the rules because he was so sharp at frac- 
turing them himself. 
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Englehart to Nowadays, Inc. 


William I. Englehart, formerly 
eastern division manager of the 
Chicago Tribune and advertising 
manager of four Macfadden pub- 
lications, has been named regional 
advertising manager for Michigan 
and Ohio for Nowadays, Inc. He 
will make his headquarters at 
1720 Euclid Ave., Cleveland. Now- 
adays, with headquarters in Chi- 
cago, has moved to larger quarters 
at 321 S. Plymouth Ct. 


Comet Stove Names Melton 


Comet Stove Co., Dallas, has 
named Melton Advertising Agency, 
Dallas, to direct the advertising 
and promotion of its new Comet 
heater. Trade publication, direct 
a ae dealer advertising will 


Population 76,681 
IS THE HOME OF 
LOCKHEED AIRCRAFT 


and the 
BURBANK DAILY REVIEW 
Burbank's Only Daily Newspaper 


Allied Stores’ 
Boss Asks More 


News of Fashion 


Dailies Get ‘Spanking’ 
from President of Huge 
Retail Store Chain 


Cuicaco—Joyfully taking ad- 
vantage of the fact that his or- 
ganization is one of the country’s 
largest advertisers, B. Earl Puck- 
ett, president of Allied Stores 


-BURBANK, CALIF.— 


Newspaper Ad Execs 


(Est. 1908 ) ems 


Corp., took a searching and crit- 
ical look at the newspaper busi- 
ness for the benefit of the News- 
paper Advertising Executives As- 
sociation at a luncheon session 


Tuesday. 


Mr. Puckett, whose organiza- 
tion represents a chain of 81 
department stores which last year 
sold $445,000,000 of merchandise, 
revealed that Allied has an an- 
nual sales promotion budget of 
$16,500,000, the bulk of which 
goes into newspapers, and that the 
cost of newspaper space which Al- 
lied uses is double the amount it 
pays its stockholders in dividends. 

He said that merchants and 
newspapers are partners, and that 
it is no accident that the post- 
Civil War trend toward big stores 
and large newspapers went hand- 
in-hand. It would be impossible 
to have big downtown shopping 
centers without big newspapers, 
or big newspapers without big 
downtown shopping centers, he 
said. 


s But all is not well in the rela- 
tions between the two partners, 
Mr. Puckett asserted. Citing fig- 
ures developed in a survey made 
by the Pennsylvania Retailers As- 
sociation some years ago, Mr. 
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CHICAGO. 


2° East Illinois Street 


LOS ANGELES... 


928 South Figueroa Street 
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DECEMBER SALES OF CHAIN STORES 


7———— December, % Gain —_—_—_12 months" (,), 
1948 1947 1948 1047 © or Len 

Food Chains 
ee we 5 dina $ 12,348,396 $ 10,824,864 +14.1 $ 152,990,514 $ 130,477,489 119; 
Kroger Co. ....... 79,905,324 62,374,979 825,510,198 754,282,085 . oy 
National Tea ..... 21,276,205 21,722,465 270,178,488 217,915,297 194 
RE ncccesocet 86,453,128 87,577,964 1,160,815,550 1,038,905,920 ))- 

Group Total ....$199,983,053 $182,500,272 -++ 9.6 $2,409,494,750 $2,141,580,791 11; 
Mail Order 
tSears, Roebuck . .$280,640,809 $267,572,523 + 4.9 $2,261,140,775 $1,955,792,524 L158 
SEE *0'¢0 04646 64-0 15,617,850 14,270,335 +- 134,491,878 125,593,284 1 7 
tMontgomery Ward 150,960,118 148,113,185 +- 1,241,632,462 1,165,971,716 + ¢; 

Group Total..... $447,218,777 $429,956,043 + $3,637,265,115 $3,247,357,524 1199 
Drug Chains 
Rae $ 5,295,710 $ 5,088,804 + $ 47,009,660 $ 46,018,768 1 21 
Walgreen ........ 18,319,785 18,123,328 + 164,872,517 155,274,896 . ¢9 

Group Total..... $ 23,615,495 $ 23,212,182 + $ 211,882,177 $ 201,293,659 1+ 55 
Variety and Miscellaneous 
tAngerman Co. ...$ 1,128,024 $ $91,739 +26.5 $ 9,057,267 $ 6,720,996 34 
Butler Bros. .... 7,933,120 9,134,760 —13.2 131,332,732 115,645,704 Lise 
Beck, A. 8S. Shoe. 4,884,544 5,075,778 — 3.8 42,171,398 43,862,233 ) 
Consolidated Retail 

a Pre, 4,087,369 3,660,860 -+-11.6 35,650,075 31,594,906 19% 
*Diana Stores... 2,294,445 1,905,644 420.4 8,539,518 6,892,087 +225 
Gamble-Skogmo 

eer 13,036,000 15,698,000 —17.0 152,328,000 145,168,000 + 45 
Grant, W. T. " 39,481,392 37,660,090 + 4.8 234,073,100 227,577,290 + 24 
tInterstate Dept. 

ED « cmaness 8,869,161 8,549,419 + 3.7 63,102,238 59,006,882 1 ¢9 
Kresge, S. 5S 50,010,461 45,389,710 +-10.2 288,478,485 270,028,600 + 68 
Kress, 8S. H...... 27,907,128 24,930,512 +-11.9 165,366,617 155,359,900 +. 64 
Lane Bryant, Inc. “5,202,846 4,897,498 -+- 6.2 54,525,646 50,980,185 + 7) 
SEGED cccécces 18,967,226 15,988,621 +-18.6 119,560,859 100,878,883 L185 
MeCrory ....... 16,963,411 16,462,003 +. 3.0 97,583,042 91,225,698 + 7) 
McLellan Stores. 10,363,413 9,590,126 + 8.1 62,262,190 47,748,271 . 95 
Murphy, G. C.... 23,817,593 20,608,445 -+-15.6 137,564,415 119,358,580 +15) 
Neisner Bros. .. 10,088,881 9,185,104 + 9.8 57,638,738 50,974,984 1 
Newberry, J. J... 23,843,842 21,608,207 -+-10.3 134,770,973 117,860,227 +14 
Penney, J.C. ... 128,103,781 110,168,992 +16.3 885,203,028 776,872,591 14) 
Western Auto .. 9,479,000 8,972,000 + 5.7 67,921,000 69,306,000 — 2 
Woolworth, F.W. 105,590,111 161,671,204 + 3.8 623,935,802 593,354,668 + 5) 


Group Total...$ 512,051,748 $ 532,038,698 


— 3.8 $3,361,065,109 $3,079,416,685 + 9) 


Combined Total $1,182,869,073 $1,167,707,145 


tEleven months—February through December. 


tEleven months. *Five months. 


4 1.3 $9,619,707,151 $8,669,648,659 11) 


Puckett reminded the newspaper 
men that—regardless of the facts 
of the matter—30% of retailers 
say their relations with their lo- 
cal newspapers are not satisfac- 
tory, and that newspaper monop- 
olies, in particular, take advantage 
of them. A majority of retailers 
feel that newspapers don’t keep 
pace with the times, that pro- 
gressive ideas developed by news- 
paper staffs are killed off by the 
“stuffed shirts” in the front of- 
fices—and, that 50% of the mer- 
chants reported they would take 
personal pleasure in diverting 
their advertising funds from their 
local newspapers if they could 
find some other equally effective 
advertising medium. 

In view of these attitudes by 
retailers—regardless of whether 
they are justified or not—Mr. 
Puckett said that the advertising 
trend in the retail field is signif- 
icant. His own company 
spending $11,000,000 a year in 


newspapers, 165% -more than it 
spent in the medium ten years 


ago, but newspapers got 75% of 
Allied’s promotion budget ten 
years ago, and now get only 65% 
of it. While Allied’s newspaper 
expenditures have gone up 165% 
in ten years, its radio expend- 
itures have increased 450%, its 
direct mail has gone up 620%, 
and its magazine advertising has 
gone up 990%. 


ws “It seems to me very foolish 
for any newspaper executive not 
to relate those figures closely to 
the beliefs shown in the Pennsyl- 
vania survey of retailers’ atti- 
tudes,” he said. “You have a real 
educational and selling job to do 
in improving your relations with 
retail advertisers. 

“But the problem of retailing 
and newspapers goes beyond un- 


sound relations. 
into the non-advertising content 
of newspapers. My chief point ha; 
to do with broadening the concept 
of what is news and what is not 
news—and I am not talking about 
editorial ‘puffs’ for a store or its 
merchandise. 

“The much greater relative in- 
crease in the circulations of Sun- 
day newspapers 
in comparison with 
newspapers may provide a clue 
Regardless of what others 
think, 
‘what the mass of readers do not 
know but want to know,’ and in 
line with that definition, Sunda) 
newspapers generally do a fal 
better job of presenting the news 
than do daily papers.” 


years 


is now] ett 


It goes deeply 


recent 
daily 


during 


may 
I would define news as 


m Newspapers have become bog- 
ged down in journalistic traditions 
which are not realistic, Mr. Puck- 
insisted, asserting that 
must revalue their performance in 
the light of the changing status ol 
women and: their importance as 
family purchasing agents. “I be- 
lieve the biggest day-in-and-day- 
out news is fashion news,” he said; 
“not foreign news, 
Inch pipeline, but fashion news 
Women want it and they will ge! 
it—if not from newspapers, fron 
magazines, 
somewhere else. 

“The editorial concept of news 
ought to be reviewed from this 
standpoint; and I am not talicing 
about syndicate columns, or once- 
a-week features. 
fashions dominate the newsp:pe! 
business—but the editorial de 
partment of most newspapers re- 
fuses to concede the point. Ther 
is no reason why all editors shoulé 
have an inferiority complex «im- 
ply’ because advertisers provice 
their livelihood.” 
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«+ @ carrier organization of 856 people plus-a fleet of 
71 cars an@ 5 trucks make it possible to deliver The News- 
Sentinel direct from the press to the home. 


THE NEWS-SENTINEL 


FORT WAYNE, INDIANA 
NEW YORK — CHICAGO — DETROIT 


Firm — 
Street - 
City — 
ADV) 


z = a a “eo eh Ts Sheek ea eat" Oa) gee a eh — Pg” *.* g | pet... eyed ie Mee et ir ee Se ey le Oe ces 4 i ee a ee ip a ®8 : 
: 5 é : as ig pa oe binge" Sheet a, 8 es Es, - me ; <r. van Bee Oe Re es See ee Sy Fig Nia ea. Ege Se se A Ee aes oe 
i hare FA = uf} Oe a OM Fa a Se OF i pee : ie ae Bee PON * ‘ “ot eta hs 3 gan ee ie Bl Pa igang ee a Peel Six I ae a 
: oul has . cae ties erg ee | a ee ty, : tee: ars 2 Es ie Aa re en SA eee a oo es % . Bae “6 
aS ae i eli Fee ak te Se A . aT a ; = is ey ae vie. | : Be tery See Tene By gee. 
s a ie ea ae de ess” eee Sed Siva bee rates : 5 : = en Ps) S ris 5 he i Ts i x OME el oe a eh on a ¥ 
: Bees acy Cae Bory ogg so er. he meee. iicas a ee - ay ees ge reali i 2 dade ee a BAS ays “iy 7 Sr oe a Re RS en me 
ee aeenae 234. pes! Sy ee Pies. es a 5 ™ os ae 5 uy i %, eee 5 Peed ee AT a hos ae aw ee amt es i 
ics ae 5 aus ‘ a = ~ . ae eo cian Oo eri gh at ah ey ae cael ee =. pes a See er a pen coe a 
eee ‘ coe ee *~ oe ae Ae rr ; i CS a jaan NE : < ee ae nn a 
~—— = ' : ‘ A, é as : a | ea eet J 
4 ; 
5 Se . 
ah ; 
, | ee , 
: * | | 
i 
*, ’ 
ie : 
ai ow 
, | 
; | 
, | 
= — 
cf 
ic 7 po 
- : 
| 
; ee 
¥ 
mat a 
: ; ee 
| ee 
Bt 
ee 
ta qe | 
SS 
: Py 
: ae 
| : 
or 
: ~« 
F. : | 
he i 
| 1, | E 
Ne Eee a... 
a F le. 
Ad. 
; 0 
7 e 7 
sy 
bs q 
oan. |. 
: 7 
; Name— 
> . v a 
: 
: : j 
‘ y q 
i f ’ 
: / 
‘\ 
i ‘ 
: ? 
| a 
| 
® es 
# 7 P| 
: 
Pe 
: 
» ‘ 
j 
y 
4 / \ 
/ . 
: > 
« 
a ee 
po 
| 
| 
‘ , mM ae 1 —— 
— 
OOOO 
—— 
ee 
: i ee 
| | 
ee 
_ 
; 
7 
ae - s k ? . ' ‘ , x : as . 
BN ps ed ras nee bh iaanee ee el Set £ RK bars: me baer e 3. Ry hs BEST Bas pee Mee eae eet 2 CaS he aie RS OES oc yah ue ar, hig Me eye ae St ae, : se b rire pee Us . ek Se 53 rs , aa wees . eae ke a aalecr eee 3 : 


2,233 


906 
2,087 


000 


_ The growth of U.S.NEws « Wortp REporT 


NEW Subscription Order Form... t where an average 


Please enter immediately my subscription to 


Advertising Age for : ° 
cet One Year at $3.00 [] Two Years at $5.00 [1] Three Years at $6.00 ‘culation 1S assured 
cone (1) Payment enclosed [7 Bill me later [) Bill my firm 
ee a . This is an 87.5 per 
tive in- 
of Sun- 
naa | J Day—from 200,000 
a clue Zone____ State. 
» Eeagges EAST OHIO STREET CHICAGO 11, ILLINOIS 


; do not 
and in 
Sunday 
a fai 
ne news 


ne bog- ae ihe 

aditions ’ | — *As previously announced, no increase in 
a ucK- . 

a es rates is contemplated for the year 1949. 
lance in 

tatus ol 

ance as 

“T be- 

nd-day- 

he said; 

he Big 

1 news 

will get 

‘s, fron 


News & World Rep 


ASHI 


rat Sie te ‘eC Sse ek ae Sa Stile SR ee, Sra eg eS Gh ER OS Pye 2 Fe, SS ae Sain Res ae ee ey ie. a oT aoe eee, te Te og fl gn 5 aba he. Bs ge ta ee BA hat eo ee eae) Pmmrn tS Mt 5 Saale ire "Sa en, 
i = we ee OTE? Wa” es 2 ‘ 7 = RS. and x ar EE ee ate oe i. aa . We Cs , ee’ et wey ee we. Abe, ies Se Roe Dpeitcemer” WL 3 | perc ms er 
pi See ; hf gas ; Z , tes aed *, one ey Fe Ngee eetiog onal bet 7 ae or ae ge Yay! FRE yo Dak eee a Phe doe ef Semares aS 
hme? (oie cu a ae PE Nee tM ge se Nik F e , oo Oa . Page ire oe E a i ggees ak a sR a oe tae eee: 5 ee a rene i ce Sh aeats te a eg VBE a, Mee err. 4, Pe 
‘= ‘ Se et ae ee a Ohi iis sabe ears ae F eS ee ee Re eae “hice ia ye “ima SIS Re Doe gale eR SME ae aaa Hk Se “ DS Than BT a hes Tt! 
eee a ‘ 22 in : 5 ea ees Leader ‘ : Rare <r eee ia Seu bi a hae . Se Oe ee Re he boas a Pea oe ET Tse STN ms 
eat Sas 3 ee vee Pg hie or. ae = Ne Mg: 7 ay Diggit ¢ . ae eae c : ee ae Pp ee : Bae a é Aer eee re tha ger if te) a ha peti sal et ake ee : Re ue shame, 
ae A é te : = e i Saee a Sy Ag oe tte. a, as os 2 ev ms ; S J bs ns noe ries eve: 3 ; 4 aeeek * on cma brit Bt ieee Fe bas er hah aia ete) em, ee 1 Paige ae 
Sie yi) mal og i J : Pig ; ae Pia ae Th ‘ ae ee te ae, ee ers a Z the tee x f oeee a as fr Tay eee : ah eee ‘ sa arr S ‘Salts ne 
a 
- a, 
} 24, 194 aoe 
» 1949 
* : - 
vain J : , aie : ef fg eon ieee Asie Marre Cre Re a ate = 3 sda ihe Peed Sas : i eee oe Co pe 2 
2,085 + Of meee ey an es : o 2 Ee ~ ies iat ee x . <n ds . ae ‘ east bs Paes ra cf ; 
oie eect ea ae pS dt hs, : 35 = i Aakers ‘ ‘ isp idee ie” Fe Ried ir — 
5,297 Lo a is es gers ‘sable i. he a jie Sie Seen : a : , ay 
ri ee is ey m , me Be ce em a ‘ Pee . ree fee 
5,920 +117 — ae ne se Rees Eee ; tae , ey oe am ae er 
a = ee eee Ss be Se F ios eS Te eras ode 2 a“ bs 5 ‘ 7 iy 7 : iy J y = a ee * 
— ae) ai 3) sit ea a O i, <a am Nea aie - sie — ee ail See a a i dg alin dass lil oe A i ‘ i : ‘i é . 
),79 r reso eee, < oo ee ie Re yi, em Ra a ee Oe Lh ee eae Ne a ee fee ee ae ee ae eee ne “ippagit oe si cain: 5 
, +] Fe APs 400 ar 2 i ssienees ae. es ‘ae ih . a “ : © a RE) ae ing 3 — — ee 3 agate : 
_ Q ee ee " ee se ee ers. en. , peed ke ee a ee oi =, Biss Retype ir ee | a 
Reicumii y e  ley gaadiaet? ae ee ee ba co ers eg : es ina apes Gy dhicinj 2 iaie. . e aaaa 1 OR en pes es. ne cee. ah oe Ereag, 
edt) OS a ere a ae Si a a, a (a ee ee eae Aa eee te) ee | lela Dn eae, se.” ie RR Be ai aes en Ee ae 
2,524 115% Si Sy yee) arene Se ee nei a wee eer - ) Re ge ae ae A aie a eh Biss Bee ao ee oe ee age Pee ay 
ous ete ee 4 hae fe : io ees rete ee Ree ees ee tee ae ¥ 7 . ee . ey Sed . hae ee [Ee ¥ > eo ine eee ae ¢ Loe 24 cp ane ae ers 
B,284 1 7 a3 oo 5 ea aera Bc ese data qe ia tase oe ene! . De es gs ' aa se es aie Ba ee ea Oy Shey re ee ie Chee ae petite ot, foe ae Aa | Si oe 
ee Lane SO a ee Saat err Mesto 2) a) CR Ty soot aly eg ge PS! ee 7 ee ime Seen See So Sc eee en ee. aad aie a aes ‘. ; | peat J 
1,716 tr 03 Pe 7 eet in oe eee een FS . Bre oa ee: Ue ae ei ST hu os” | ree ja area hes " + ae en ae i = Same nei i Meee a Bese an he ae hers es = a a gai ran ie 
——— ae 7 F a j e Ga ole, F = S sia =e 
1,524 +195 : ~ _ ie 
’ 1 ' 
, = ‘ 
: 1 : 
8,763 + 1 : 3 ae = : 
~ & bre 2 ee aR omens ‘bis 
1,896 + 69 a es eee = 
a “oe = Pi, be he eee eget a Maat Sb 334 = = s 
cudiea! eet. see ms ie 5, a NN ee ‘ 
. . Porgy oad ~ ay oo » ; yes. ie ee oo ed are 
659 + 53 er oe SS a 
Bass = = il oa Res ‘oe Ee ae 
996 +343 “a hes a > 
. 4 ee tee Oy ee 2 fohinh! 52 ae APs 
»,70 4.138 eee ane ae i ae Bae, 
— a See Re SS lee : 
) ‘ : eet nS 
" e Ms ee ae ers. ree ar 
+128 . 
| +239 ’ Sees Poainacae 
Seas a Sap LN ae : 
4) a ee ee css PR a ae ce 
§ pie enemy te tae Tee ee Cae on ie ppaiga 
290 + 24 e oe er Sings. a i sia 
’ ee Fe ee See ee dc jets rc ease 
ee Aare eee aod ee * er at 
882 4 by pa i “ee é 
600 |. 65 7 ; : 
900 +. 64 : : 
185 + 14 - 
883 L185 - pe ; 
698 1 7) a gs 
. and ee. . & 2 
271 + 95 : i ‘ ° 
580 +152 , 
984 +1 ’ ae _ Se ay 
aiid tee liirienine Sa 
227 +14 te ae. eee be age 
| fe reeled 5. oe i Oh 
591 +14 aaeleaete a os se 3 ma 
| oe Qa 7 TN Bea ae Wi ae 
"368 5 es aes piece ss i Be ae. 
c L 5 Pe ae erm ys, a a 
{ Retin fe ee age oh es 
a, ay VES ws Praveen = 
685 + 9) Erase nee Mes = 
— -— Bleaict  ie i 
ae PO 
_ 
ae : 
a ae he 
Pia i Pe - 
ope a 3 
ia ges 
: 
. a 
eS oo ; 
“a err an 1 " 
a eon he = 
cite ie tea 
a ae 
a ‘ Oe eee oe 
as Ae ee i rs = 
; ‘EEE RLS eee 
ee FP “AT Th ee fs 
a de a, nl eee é: 
rene, Ade 
oa ie a i 
-_ - - - - ~- - --<- 4 uae ee 
> See 
~ ee ee : < 
ea A yen 1 ae se eee te a ie 
Ma ee i ae ae ihe = 
Sones 5 a org ee tke, peaie uk ER ce se aki he: . 
Toe re ees Rijs A 7 aoe _ 
as oi : Perit ei tl ae \ are. Me 
Be eee a i ee r 
eo eee - 
Re FI ea PE bees 
. rl ee Be: fe 
See. eee i on 
Pe eee yee ee eg 
ee ne weer ER, 
2 aes os cov, 
ae 
aes 
Bs ae os ae ey 
Ba AT ingame omar Be 
ae Se dene war co ae 
ae i ° a ee as orig 
7 ae “4 Bron An =. ae 
ae ee Petia cor 
- cop ren en ted ie Se a 
mre Bh TS oe + sim 
ion, 4 ; | 1 a Re Terai oes 
ae PS 90 5 ahi Th ] l e eee ihe: Heer: al 
Le ae seen th t * ° * RT nts ey ns sa 
at 7 NR Te itn ea: Aerts oS aia Rape eee = 
ee ui e only weekly magazine that has quadrup ts circulation since > eo 
of news OO a eae : en ee ere : 
ab 25 = Roe ai Me eo a Cave | ted Bi acre a fa) > 
ym. this a et Pe Nh ee aes : 
— et Oo eee Cae et yh ae es 
alking ee Bie peta eT nae Selva ee 
. ae on BS... ; Se er oar ee ke 
ir once- - : ; -s ie! . Sie oa iat ah te Ee aie SA arn ee nie oie eit eg i ae 
eNO a: i oe ee Oe ES sh jai ey ree Sg Ble : > 
id nee eee ss. : See ee es Pep Sooner gee Ay : <a Ba es theca mal ne eee atts inc TMC See hh: ‘ eee, eee ; j a a : p 
n and ahi 5 ie ae eee Bese CS, a pe a eS eager RAC aa 
: : i aes ee ee yas Uae a eR aaa eS a ae re ee : Ve a ae =o : oe 
, oT a Pare? s. : + peig rg ay aia, ; BEE Sian ele anctt +! Si Sabcs geen ae Niet ee cr eg : hoe ae 
NSpupe i oe ae ees : pa ee a) i a arty Re eh peg aS aah Pe eo 2 
ial de , em bs. eer : ic eee ‘ : ee : J penn an Peasy & oe 4, ee ae P 4 A Re sent es Ss antconast a ‘ > 
pice) ae 2 fay ghee ter ete Oe eit = ee : Sul gt A sore iat ; . NO cA ihe i he in nN aa in aN i sh tk ie ey at ale kai 
Pars se. 0 aa ae et et Sa i eh a gcse ais 7S A mee eal fee 2 at A) u : é a, Be Uae ete PUR eR ER ES a a GN ye ea (eee tae saan el 
re oe eee Br eM oe ra gee vo ood : isis pagel. RS ear: Sy el ieee reat a Le 3c , oS d eee cls gee ea eee oy Pie eat ‘te oe oe: Sa atais ee 
vers re nee ao ee Jn Aree sak ates ee : ag prtnde » Pat ce er ; Tega me ca este ee tai. eg oy af 2 Se ceies OS e yo oe eal e : we ate 
u Oe Tee Pence GATS uk eA ey ho oe tC. pee Yi eae ae os <a i lang Ba Reh, ae ae epee Pe mh! ae i ir ee ed ile ees tena tt 
. There ae ‘ Rie Phe oe eae ak = pees eae “score a, Ba <b either Ga eT kad me eC 7, Un ee rg = ee apne eae ae, aster’ ; Ree ic’ | ee ee 
' ; ( ’ oe crane) i a pO oe NC See S05 le Ue means ate SCA ak Aen gs, iene 2 areas a areca iii f ch Aa Be. Sa adi eee tte eae oe oes) 
; sh ula a arene ies ney ae ' ar cae we 3 7 : is Me es yes - : r ie Bay sea ‘oe Fee eT “SES renee ae es ee : ee a 15, yoke a E es oy. 
ef or ‘: ei ales Be betes. 1%, emacs. ya a a a ar ain pat ie tte ae So oe an Ae Tale sae te E “e 7 re z ae a 
a ee Pe ena . 3 ERS ae at AO + a We tee re fo ee Met re PAD Be at os , OF Mi Sig "hes Sa nee 4 a : ae 
> im- ee, eee nee VT get Oe, aul ie oe ; oars ok pe ees : Sane ert ee aa, aul Sree 2 ee RS ie? sae Se ies is ae Been a = ete oe oe. 2 
ox ’ ai sito aa << aries eae: a ms ae Oe ea vie nn Tes sere aes aki ese ite a a rc gee MRF Poa Pal gee Povo 7 ae Mp eae ie ; 
, } o Ee he Sy ee oe eh oe rae ee | lee es Si eI i hy r es F ay = ey a eee ia, See I sans Ney paaeyee ie a rs bai Ste ee ee nn 
pr« 1a¢ a EA ae ae ee : 2 es eos were ria Lire eos MS SS buy 2 Re ar es, ree Uae, he Ye - i WO Anh sa! aA ee ae ee ee Rema 
a - Beer Sie 2 ee cee ae OE aan ce ee a 3 He ee ee go See ab Ue ame on ; Se ht) ee ae ee ne” ae eee a Se eae : 
, — Osis sick ar eles Pee ; sere : a ya te ae ae : pee ga ai re ta eels SR aE gr ARR ae sighs Pe tea ty ae eS dee ee a eae ee i ae ee ace an a 
ae : Satay 3 Pat Mt cyan. Pee aS pe ok en CS ine EON ei, Sa a Ais Ea ae ates Spee a POE Rdg Be ee ae ar te aia BOR. SRR Me eee = i, ee a BY sa , Pine ee > aa 
a as ee Ses ORAS Pi. nas pale a Cee en Agr ee Bh, mon SR DS nce St Sik CO ea —- i Se a : age Sake Tt te ee r a <a Bh ro ge AO eAe oe ao = ae, See ne ed Sf bon = 
, es ee eee ei rants ee ee unc balen hi-W ee oleate eg ee a a oo ss ne eae ee ec eae i aot. = Mest as ON Re ae ; F Pats — 
ei ¥ “gi ees nS Fat El eo a ae si Me cha 8 a Re Sie “pre a ee a i AR AL ee + ete ee ae ee Maem ms er. =e Cea. = ie anaes 7 
—_ eegane “? peer pes | ogame Rey oR ee ere Oak a Ge 2 2 ee ee oe eae fal 7 ao a eae Cesare Suite a eee, 8 a 
A as os ro ee Fea ae meee Bf PERM ey wit hn ae ee x ee ek, ae a ee i‘ Pe LAS cine 3 “205 eae *: Se Th ee alee ot ky ae Peay. are a Lea ee Pe ee ett a al Seg vay i aia —— 
eee Re or ae Re) Fea yo SE ASSET as BE ae, Jy Sato ais ne ae ee an cael, et Mim ema oe ae Bei me ges : Phe 
—— ae nS. Re ny ees Pai tes So 5. 8 te ae bpm 5 ie Se ie nae ee + 7 ee ji writ aay ey a el Ae eer eee aS AY ee ae. a ah’ a aad ar Pe Bar i TA oy get oy eee Sl 
x eo -- ee fara Tie tee ale (este a ne ati AC 1 eins Ce | hy ae hile oo ee ik ia he t,o 9) 8 fae a ez, aaa, ; do i aniieiae, he ee ce ot 
Ce ho oa Fr one: ee Me ht Sy Ts, Sake gig a aS ee Sy ee ee ee Th yh da OOo, i; ac a ae Fool, Ce eee lt iets Sera Wed. Je i Aa» a ae Lee aoe hh 5 aaa hee 
a ee ee ee mee ick. Serene ae oe ee oe a 2 os ona ee oe: 
ses oe any Ui oe ae aes ca nies 7 ee va i ee ee _ i MBS SE 2 RR ga ee a anos 
a A es vs 4 Pe ae. Bh rae < : 1 ie PEP ag cree ewe ae aa 
“a BM dh os Adie = ee ee a ao “ye —" “ uti oda Ws be ere rai, ee Ec ra 
ea os aie etcett (geal eae 7 a os aA = le a : a 
pees aan Oop Me Ga tein nis Se ie we | a pee peak Rs wig 
* Sah See Sai es “gee.” 4 SR eee = 
: poise Ae tae yee Pa aie a RO ae ee eo 
~" ioe ae $ ve a ble ag ra me r ie a Bo = stand) 
— se ie re. a a : a a -_ aa Bete ga: ee a oe 
ae Pe Gio Gee i a ret “Same an oO FD ha Ca ee Po ero ease = 2 a a it 
Fo. 4 Tas ale de Bee ree Bikey oer ne RET pee Sis 2 alls es Ha : Soa nee are) ne a 
: Rahs ie Lars a Brat ae. a 
: : : : pe. hee eA : as Pret, : ae Wa ee 
‘ y " Z i . eh i ee ‘ A oy it poe are ies 5 2 7 
’ ‘ * it Fi # 2 * ‘ 4 Bee * 
of . : : 
$- = 
a 58 PORE: oN a8 : LS fe he ae ane a ih or i : 7 ae gig Soe ee ul beet ae is hae : Pie ? * ‘ ae 
Cee TO wae ‘ap Edi no tu Seana ae iC * ae hi eye 2s i ee: > Bore Noe Reger Soi ae on Pe Gat eee, So edi ge ai “ Seas ae = Re er eer ue oy Pat My aoe: “ P ae is 
tht ee eed i oe Sere ay S, Rone ee Rt i i — Ne a oe lt aps ee Rae Ree nN eee ee aes ; Bee oe ees 7 aimee OO Telerik geet) yo ee ee eS co tags av: 
he, SS SR 0 Oaeae Fe orate a eye PM po ees ee ee SoS ipeaeen ine ag Foie ee Ss. ee ee ear Py ESS 6 Asal eth ett eae i RCI ac oe ots: oe et on 2 a eee Serta nag i r eae ae 
oe : ie Se at) - oe k . 5 i, hae ONE : hig os eT a See * Cyr. ae ae : * Rage st 2 Sette Fee eee ag eS fe Spee eae ed os csletcP maggie a yee Tp ay ede 2 aes = 
: ie ~ : me i ‘ as: = ec ieee Sih he a ee ie ae 
ata ts. ae J oat ah x a b : e = ; Fiera insets eae 
Ss 4 20 . | a ‘ 
* Cy as ayes ak e Ey. 
ae ye ee 5 bl oS Sa tS ee : . ; . te ‘ Per 
aia sea nV ee pein Pt i ee eS! See aera oe etl Wasa Le ee i s Rete: a ‘i z ‘ . sche jal " i 
ee ere. ene ee peer se a IR Sts oti i si nine = eres > te ite i ks Ree cote oe ) Ji ee nar we ae et ‘ a 
A re een eee, isles OE cy oairegeniee nem ees EO nk A a ee oa eS ees aa tice een per A as Sera ee) erent Le a 2 aR ia oa 5 y Saas : 
SO ee te eee ae ee ee aE Ste : poe oe a a pe J 4 Poet o. i ‘ ‘ S & en ?: hi By Pen ey , Paes ek 
ipa cam Na rl a LY eee SSS ne pSHsSsepssvaneassnsrsnsavensmnensasmanneenenees . 
IT REM ig ss sei teta sae: ee ane : sae rien 5 a ne . —epeee - age 
pode Sh ten a RE ge er A alata lead am a om We ates Amore ps ie it Sia taser = Mears. Serica Role = Beis ie *, : i iat 4.) er 
Pn ee rt ie eat aa ee a Ge ae es a ee ee Eger eee ll A a ca ees, ee Se cae Pree Pee dag na ae uae a - perc Zoe 
— s ; it ‘ 5 a Fi ye Coe hy Suen ies. MaRS einen Aco ele NC eit Ly ie gens eRe oR kre moe StL ae 2 rns AUR AG Bn eee ly oon nen ae “22 
: . : ee 
“ — * gh 
’ - . P y 
tree cae Ree tal ai a Meek Ste ait, Maree Se Pace ae) ci Mish Se ad aie re ene a (e Saale ae ok bee VE : 4 ee ts ee rae ‘ Wy a : ag . F . F a, Nee 
ie NER DRE OIL SES Le TN nae Sp RE Sen Name Meer geek Mims Peeh Teregien Sc bscaits ar ea ST) aie Mie es Ce Mapa ayer eet ae AE Ray eo ep Ron a pW aE Een ee rg tr he ong Oe ai : a ala a he ee oe en Mee ea a 3 ts TF is aaa 1S hoaie 
: ma Py Se eR er EPPO ihe Sg ree en ee Oe BS he FE Sa, Pe Sa rt Bea ee cBC ener Rg enw gete range tena Pgh MS ants 2 A Pi RE are ali ERY oe Mi i EL a resi ir I cn Et Ns ator oe Sy ae enaar bean RAR pe olka oe } vi ee 
7 c Pada ah iF. -. ms TSE pe I rei et nO Chee Ol gh eR Ro ok, BleR Sere Weanih: MeL OUR Atay! yar simlle AOS i 27 tee A a o C ak A ics per uigtehe an ah Wi eee tie re a eam ar ever el a Cer aid, Ac eh ea ee Saw eee we SM as 
' ¢ sd & i ats ne ee OL NES a) EL Ue Vee ae Eee ag SEIT ae Sore ee FO Perrltg ae wen e seers PG seu Geeta . ‘bea 


24 


Englehart to Nowadays, Inc. 


William I. Englehart, formerly 
eastern division manager of the 
Chicago Tribune and advertising 
manager of four Macfadden pub- 
lications, has been named regional 
advertising manager for Michigan 
and Ohio for Nowadays, Inc. He 
will make his headquarters at 
1720 Euclid Ave., Cleveland. Now- 
adays, with headquarters in Chi- 
cago, has moved to larger quarters 
at 321 S. Plymouth Ct. 


Comet Stove Names Melton 


Comet Stove Co., Dallas, has 
named Melton Advertising Agency, 
Dallas, to direct the advertising 
and promotion of its new Comet 
heater. Trade publication, direct 
mail and dealer advertising will 
be used. 


Population 76,681 
IS THE HOME OF 
LOCKHEED AIRCRAFT 
and the 
BURBANK DAILY REVIEW 
Burbank's Only Daily Newspaper 


Allied Stores’ 
Boss Asks More 


News of Fashion 


Dailies Get ‘Spanking’ 
from President of Huge 
Retail Store Chain 


Cuicaco—Joyfully taking ad- 
vantage of the fact that his or- 
ganization is one of the country’s 
largest advertisers, B. Earl Puck- 
ett, president of Allied Stores 


-BURBANK, CALIF.— 


Newspaper Ad Execs 


(Est. 1908 ) seems 


Corp., took a searching and crit- 
ical look at the newspaper busi- 
ness for the benefit of the News- 
paper Advertising Executives As- 
sociation at a luncheon session 


Tuesday. 

Mr. Puckett, whose organiza- 
tion represents a chain of 81 
department stores which last year 
sold $445,000,000 of merchandise, 
revealed that Allied has an an- 
nual sales promotion budget of 
$16,500,000, the bulk of which 
goes into newspapers, and that the 
cost of newspaper space which Al- 
lied uses is double the amount it 
pays its stockholders in dividends. 

He said that merchants and 
newspapers are partners, and that 
it is no accident that the post- 
Civil War trend toward big stores 
and large newspapers went hand- 
in-hand. It would be impossible 
to have big downtown shopping 
centers without big newspapers, 
or big newspapers without big 
downtown shopping centers, he 
said. 


s But all is not well in the rela- 
tions between the two partners, 
Mr. Puckett asserted. Citing fig- 
ures, developed in a survey made 
by the Pennsyl 
sociation some 
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7——— December, % Gain —————_12. months—_—_,"_ ¢,;,, 
1948 1947 or Loss 1948 1947 
Food Chains 
2 $ 12,348,396 $ 10,824,864 Ts 1 $ 152,990,514 $ 130,477,489 119; 
Kroger Co. ....... 79,905,324 62,374,979 +-28.0 825,510,198 754,282,085 « o,4 
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Mail Order 
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Group Total..... $447,218,777 
Drug Chains 


$429,956,043 


+ 4.0 $3,637,265,115 $3,247,357,524 . 


se $ 5,295,710 $ 5,088,804 + 4.0 $ 47,009,660 $ 46,018,763 | 21 
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Kress, S. H.. 27,907,128 24,930,512 +-11.9 165,366,617 155,359,900 64 
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local newspapers if they “could 
find some other equally effective 
advertising medium. 

In view of these attitudes by 
retailers—regardless of whether 
they are justified or not—Mr. 
Puckett said that the advertising 
trend in the retail field is signif- 
icant. His own company is now 
spending $11,000,000 a year in 
newspapers, 165%.-more than it 
spent in the medium ten years 
ago, but newspapers got 75% of 
Allied’s promotion budget ten 
years ago, and now get only 65% 
of it. While Allied’s newspaper 
expenditures have gone up 165% 
in ten years, its radio expend- 
itures have increased 450%, its 
direct mail has gone up 620%, 
and its magazine advertising has 
gone up 990%. 


a “It seems to me very foolish 
for any newspaper executive not 
to relate those figures closely to 
the beliefs shown in the Pennsyl- 
vania survey of retailers’ atti- 
tudes,” he said. “You have a real 
educational and selling job to do 
in improving your relations with 
retail advertisers. 

“But the problem of retailing 
and newspapers goes beyond un- 


line with that definition, Sunday 
newspapers generally do a fal 
better job of presenting the news 
than do daily papers.” 


ws Newspapers have become bog- 
ged down in journalistic traditions 
which are not realistic, Mr. Puck- 
ett insisted, asserting that they 
must revalue their performance in 
the light of the changing status of 
women and: their importance as 
family purchasing agents. “I be- 
lieve the biggest day-in-and-day- 
out news is fashion news,” he said; 
“not foreign news, or the Big 
Inch pipeline, but fashion news 
Women want it and they will get 
it—if not from newspapers, from 
magazines, from _ television, 0 
somewhere else. 

“The editorial concept of | 
ought to be reviewed from this 
standpoint; and I am not talking 
about syndicate columns, or once- 
a-week features. Women ané 
fashions dominate the newsp: 
business—but the editorial 
partment of most newspapers re- 
fuses to concede the point. Ther 
is no reason why all editors show! 
have an inferiority complex ‘im- 
ply’ because advertisers provide 
their livelihood.” 


98.1% by 
dealers and 


ALLEN - KLAPP CO, bd 


e «+ @ carrier organization of 856 people plus-a fleet of 
71 cars an@ 5 trucks make it possible to deliver The News- 
Sentinel direct from the press to the home. 


THE NEWS-SENTINEL 


FORT WAYNE, INDIANA 
NEW YORK — CHICAGO — DETROIT 
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_ The growth of U.S.News « Wortp Report 
has reached the point where an average 
of 375,000 net paid circulation is assured 
for the year of 1949* .. . This is an 87.5 per 
cent increase since V-J Day—from 200,000 


to 375,000. 


*As previously announced, no increase in 
rates is contemplated for the year 1949. 


ews & World Report. 
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Burma-Shave Jingle 
Contest Promoted 
to General Public 


MINNEAPOLIS—For the first time 
in all the years it has used its 
famous roadside jingle signs, 
Burma-Vita Co. is running ads in 
consumer media to promote its 
annual jingle contest. 

The Burma-Shave maker pre- 
viously has advertised the contest 
in contest publications only. Now 
it has begun a month-long cam- 
paign asking for jingles, starting 
with single-column insertions in 
The American Weekly, Parade and 
This Week Magazine. Smaller re- 
minder ads will run Feb. 20. 

Two years ago, persons submit- 
ting Burma-Shave jingles were not 
required to enclose box tops. Last 
year, to cut down the quantity and 
increase quality of entries, Presi- 
dent Allan Odell insisted that con- 
testants send a box top with every 
five jingles. 


ws This year, with the number of 
contestants expected to be twice as 
great as the 50,000 who entered in 
1948, a box top is required for 
each jingle—although, since the 
Burma-Shave box bottom may also 
be used, contestants can use only 
one box to enter two jingles. 

The copy—prepared by McCann- 
Erickson, recently appointed to 
handle the Burma-Vita account— 
points out that winning jingles 
will actually be used along the 
highways. This is believed as good 
a lure for contestants as the usual 
cash prizes, in this case including 
20 top awards of $100 each, 69 
others totaling $350 and 500 con- 
solation awards of Burma-Shave 
gift kits. 

Final judging will be done by a 
board of management personnel, 
including members of the Odell 
family who head the company. 


Appoints Christensen V. P. 


John Christensen, formerly gen- 
eral merchandise manager of W. 
T. Grant Co., has been appointed 
vice-president of Merit-Made, Inc., 
Buffalo, electric appliance manu- 
facturer. 


Newspaper Ups Ad Rates 
Effective April 1, 1949, the 
Tribune, Winnipeg, Manitoba, will 
increase its general advertising 
rate from 13¢ to 15¢ per agate line. 


52,000 COPIES MONTHLY 


G-E Advances McKay 


E. S. McKay has been appointed 
advertising and sales promotion 
manager of the air conditioning 
department of General Electric 
Co., with headquarters in Bloom- 
field, N. J. He was formerly as- 
sistant to the manager of employe 
and community relations of the 
apparatus department. 


Bradham Names Hargis 

W. G. Hargis has joined the art 
staff of Bradham & Co., Greens- 
boro, N. C., advertising agency. 


Donaldson Appointed A. M. 


R. E. Donaldson, formerly ad- 
vertising manager of Grand & Toy 
Ltd., Toronto stationer and office 
supplies, has been appointed ad- 
vertising manager of Canadian 
Doughnut Co., Toronto. 


Stow Appoints Schulte 

M. J. L. Schulte, formerly with 
Keystone Bolt & Nut Corp., New 
York, in a sales and administrative 
capacity, has been appointed gen- 
eral sales manager of Stow Mfg. 
Co., Binghamton, N. Y. 


Davidson Appointed A. M. 

Herbert H. Davidson, formerly 
account executive of Foltz-Wes- 
singer Advertising Agency, Lan- 
caster, Pa., has been appointed ad- 
vertising manager of Reading Clo- 
thing Co., Reading, Pa. 


Morton Salt Ups Donahue 

V. L. Donahue has been pro- 
moted from assistant general sales 
manager to general sales manager 
of Morton Salt Co., Chicago. He 
joined the company in 1920 as a 
salesman. 
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Gets Grapefruit Account 

Salton Sea brand grapef ij 
division of Half Moon F) ijt 
Produce Co., San Francisc | }; 
appointed Roland Hauck G oy 
San Francisco, to handle its « dye, 
tising. 


TAA Appoints Clarence L 2 


Clarence F. Lea has bee, , 
pointed director of govern: en; 
relations of the Transportati:n 4; 
sociation of America. He yw; 
make his headquarters in ‘Vas 
ington, D. C., effective Marc | 


same neighhorhood...same street... 
BUT—what a difference 


A McGraw-Hill 


in OCCUPATION! 


Publication . 


To learn just how Science ILLUsTRATED readers live and 
work and earn and spend, Psychological Corporation re- 
searchers have personally interviewed our readers coast 
to coast—and our readers’ next-door neighbors who do 
not read SciENCE ILLUSTRATED. The findings of this un- 
usual study clearly reveal unusual market advantages. 


New York . 


Philadelphia . 


Clevelanc 


cdc. . he re a “svillabds..daret OR = BRE ES ne agg Mak ite A Uae nae os 7 GS Searles Singha Somer ee Ys 
ee a a a ee ae Sor eo aa Sie ee bone te: PIG ee ea, a ee Salt aire ne ieee caer ae 5 Peete ee es ce 
‘ : ee a BS ile: Wie PAS et Rear anh a Aboeatet See oe ae aes. eo ee bee ie eS a ian eR rae 
- - =5 * ea 
26 . 
2 ee 
. _ - 
‘ 
#7 Folg 
“A Shor 
| | Can 
7 | | 
os | 
| PO co! iee | 
a niq' 
fea turi 
progral 
ey vass 
DN eet 
. the are 
a | | The 
&§ 
) 
~* 
_ 
; & 
. 
: 
- * 
en _ 4 
— OCupy Fe 
" i ings Sade sce: NCE Il . = oes ; oe a ." 
5 NR ae ee 
> G Executiy, 
& MH — a if Ofes Bos ti Ve “ 
; oo = 
: ——— TOfession or 
lll  ' Pay ; = ay a " 4 ate) or : 
\\\}) ae i ie ih 8s — : ae es ! 
ME 26 Hea ee a \\ ' Sait Teme ce. tii Neig Ue “i 
$ io 4 \\' Peres ieee + Ger Re Ear ate eee eee ee eee 
fl iI / @4@f & oe , eae Loa aor ROU Se ee aa 
im | . sie: — | wee CS ae bs... ee eee i 
’ oo re) = Al J men \ \ \ - / Ae bere! atti : 
| ~~ : iit —\\) —_- a : 
GAM S : un Mw anes \ 
ett oe 
* ame ome A 
. 
» eylatio® 
Gres GREATER , 
5 TIM ¢ the 
nr yhat ° e neiecnameateeia <a = 
rha \j ation Se —_ 
: t yb Ac am ee nent Senne ee a ee oe ee 
next PUM G ere sssgagess==:¢ 
in HE eld ig oan | ~ 
: pic arts “gs. 
ma gt OP a¥ 
. ag a¢ aN 
: ; Bea ie a 
_ - ee pry A> >> rrr rh D> “ | 
ee 
ae >>> >> v 
| | eee 4pppp! >a) & 
. alll 7° a 
| (pray Hh j; 7 ee —— a 
. ’ io ike ™ P M Siorh oer Rg ty / 
eee ne ae eee San Pen 
Send for Rate Cord te tees ik 
7 a. 
| Vie ee Cee Se ee gi ane. se Bp ot RSS 4 ; ae 3 E gion tee : a, ie a ac we) ee ; ‘ pci = e ‘ vee ; : ’ 
° ‘ 5 ae . ~ : a, Ty ORE Cn an i Roe ibe 7 sae eh iy: “ 


y 2. 194 


int 

pef lit 
: lit 
Pisce’, ha 
cE Grow 
: ¥ 
its iver 


e Log 

bee ) ap 
arn ient: 
tati: n As 
He yw; 
in Vash 
fare); | 


_) >>?) 


nc 


Ad ertising Age, January 24, 1949 


Folger Coffee Radio 
Show Tied to Sales 


Canvass in L. A. 


os ANGELES—J. A. Folger Co., 
co’ ee manufacturer, has launched 
a unique merchandising campaign 
fecturing a tie-up between a radio 
program and a door-to-door can- 
vass made by their salesmen in 
the area. 

The radio program, “Hits of 


Yesterday,” will be heard on KHJ 
for 13 weeks. During that period | 
salesmen will call on housewives | 
and invite them to participate in| 
a “Question of the Day” quiz. The | 
“question” will not be heard on 
the broadcast; the announcer will | 
simply remind listeners that Fol- 
ger’s salesmen will be calling on 
them. 

Winners will receive electrical 
appliances, varying from toasters 
to refrigerators. Those not qualify- 
ing for major prizes will get a 


pound of coffee. 
Raymond R. Morgan Co., Holly- 
wood, is the agency. 


Direct Mail Club Elects 
Willard G. Myers, head of the 
Willard G. Myers Advertising 
Agency, has been elected president 
of the Philadelphia Direct Mail 
Club. Other officers are: M. H. 
Powell, Farm Journal and Path- 
finder, vice-president; Harry 
Beard, J. P. Lipincott Co., treas- 
urer, and Mabel Baudox, Mail- 
Vertising, Inc., secretary. 


Coscia Joins Mendte 


Lucille Coscia, formerly for- 
warding manager in the production 


department of John Falkner Arndt | 
& Co., has joined J. Robert Mendte, | 


Inc., Philadelphia, where she will 
be executive secretary and assist- 
ant to J. Robert Mendte. 


Appoints Green-Brodie 


Farrar, Straus & Co., New York, 
book publisher, has appointed 
Green-Brodie, New York, to han- 
dle its advertising. 


Chicago . 


...and what a difference in SALES! 


As you set your advertising course for ’49, 
you can best assure a profitable voyage 
if you take your bearings on known facts 
about the quality of the market you want 
to reach. And one of the brightest beac- 
ons of quality is reader-occupation. 
Obviously, the better-employed a read- 
er is, the better his family lives and the 
more effectively you can tell him your 
sales story. Any market which assays as 
high as 43% in company officers, key 
executives, and professional people is 
bound to be important to you—and the 
ScieNcE ILLUsTRATED market includes 
29% more of these top positions than you 


ae 


DON'T DAMN THE CARRIERS! 


Science "== 


illustrated THE MAGATINE OF NEW DISCOVERIES 


Detroit . San Francisco 


will find in non-reader homes next door. 

Important consumers in their own 
right, these readers also exert persuasive 
influence on the buying habits of their 
neighborhoods—and a separate study 
reveals that 59% of all urban subscribers 
have an active voice in company-purchas- 
ing where they work! 

At home or at business, ScrENcE IL- 
LUSTRATED readers rank high in the 
influence and affluence that make for 
prompt and profitable response to the 
ads they find here. May we show you 
all the various other margins by which 
this market, 530,000 strong, stands out? 


Remember the 


Science 


tllustrated 
difference... 


THE MAGAZINE OF NEW DISCOVERIES 


Los Angeles , Boston . 


Atlanta 


We're bragging.. 
but did you know that in the 


PHILIPPINES... 


Che Manila Times " 


Che Sunday Times 


now have from... 


DOUBLE 1. 
TRIPLE to 


QUADRUPLE 


the net paid circulation ye 
of other dailies? : 


It's a fact, 
and at a 
cost per : 
thousand 
LESS than 
HALF THAT 


OF any other 


daily. 


OCTOBER AUDIT: 
% Daily 89,782 
%& Sunday 109,696 


ASK US FOR OUR 
REPORT 
on the 
PHILIPPINE 
ECONOMIC 
PICTURE 
eae 


U. S. Representative: 

ALBERT CAPOTOSTO | 

270 Park Avenue oe ; 

New York 17, N. Y. 
MU. 8-4777 


THE NATIONAL NEWSPAPER 
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Sears Ad Budget 
at $32,000,000, 


Houser Declares 


Will Need More Help 
in ‘49, Merchandising 
Chief Advises NAEA 


Cuicaco—The newspapers’ big- 
gest retail advertiser, Sears, Roe- 
buck & Co., expects its 1948 ad 
budget to hit $32,000,000, with al- 
most three-fourths of that amount 
going for space in the dailies, T. V. 
Houser, vice-president in charge 


Newspaper Ad Execs 


of merchandising, told the News- 
paper Advertising Executives As- 
sociation last week. 

Contrasted with 1925, when it 
operated eight retail stores and 
spent $438,000 on advertising, 
Sears now is operating 628 stores 
and its advertising expenses for 
the fiscal year which ends Jan. 31 
probably will reach the $32,000,000 
total, Mr. Houser said. Of this 
amount, 74.4% will go for news- 
paper space, “with payrolls, art and 
engraving taking up a substantial 
‘part of the remainder.” 

Sears’ sales and advertising 
maintain an almost constant ratio, 
Mr. Houser pointed out. While its 
retail volume soared $721,000,000 
from 1945 to ’47, its linage has been 
boosted from 117,000,000 lines in 
938 newspapers in °45 to a total of 
199,000,000 lines in 1,099 dailies in 
’47. 


a The retail store advertising must 
pay off in sales and Sears doesn’t 
employ fine phrases when copy 
flops, Mr. Houser declared. “We 
don’t explaif advertising which 
doesn’t bring in a commensurate 
volume of business as having good 
will value or a ‘fine institutional 
effect’ or ‘necessary preliminary 
step to prepare the public,’ or any 
of the many fine phrases the ad- 
vertising profession uses to mini- 
mize an advertising flop,” he said. 

So-called national advertising is 
an over-simplification, he main- 
tained, and “can never hit the 
public with the same telling effi- 


Want your advertising in a choice 
spot like this? Then print it on 
MystTIk . . . the patented printing 
material with the self-adhesive back. 
MystTIk is easy to put up.. . just 

ress it in place. Peels off easily. 
Mvern can be printed and litho- 
graphed in colors, die-cut to all 
shapes and sizes. Your salesmen get 
Mystik ads up easily! 


ciency that a given store manager 
can do when he knows that certain 
days of the week are best for 
certain kinds of goods, that one 
week of the month is better than 
another for certain classes of 
goods, and that in certain months 
people expect bargains.” 

The store manager, said Mr. 
Houser, is armed with a merchan- 
dising plan which is coordinated 
with the availability of goods and 
other factors; then he must modify 
this plan to fit local conditions. 
“He may spend all or none of it 
for newspaper space,” he contin- 
ued. “He may disregard the ad 
service which gives many sugges- 
tions for newspaper advertising, 
but if the job is done with suffi- 
cient intelligence and understand- 
ing in Chicago, then there is an 
acceptance of it and we secure a 
reasonably uniform operation. 
That’s how it works out in prac- 
tice.” 


ws Sears appreciates the services 
offered by the newspaper medium, 
Mr. Houser said, but—like other 


OUR ANNUAL 
INDUSTRIAL 

y PAYROLL HAS MORE 
THAN TRIPLED’ 


COLUMBUS STORY—The city’s industrial payroll gets the play in the first of a series 

of three-color cards the Columbus, O., Chamber of Commerce is using in Columbus 

buses. Additional copies are being made available to industries and other places of 
business for posting on bulletin boards. Byer & Bowman is the agency. 


advertisers—has a genuine need 
of more help in gearing its copy 
to take advantage of local condi- 
tions. It could use a “better balance 
of time in our behalf,” he sug- 
gested, in composing room service, 
for instance. For its part, Sears’ 
“advance planning was never 
better.” 

The retail pace will be faster 
in *49; Mr. Houser forecast, adding 
that Sears would like to see ex- 


tended the copy censorship board 
which rules on newspaper ads in 
the New York dailies. Distress ads 
are coming back under the strong 
competitive situation, he said. : 

Sears doesn’t intend to clutter 
the streets with throw-away cir- 
culars, but, he said, “at the same 
time this can be accomplished only 
as advertising rates keep this form 
of competing advertising at a dis- 
advantage.” 
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Offers Postal Rate Into 


Mailograph Co., New York, has 
prepared a booklet on the © ew 
postal rates which were effec ive 
Jan. 1, 1949. The booklet, enti leq 
“Postal Rates and Pointers,” 5n- 
tains the new postal rates; c m- 
parative third class postage rez es. 
ten postal pointers, etc. The bc >k- 
let is available at 25¢ a copy or 
slightly less when more Co, ies 
are ordered. 


‘Plans Dog Food Campaign 


Re-Dan Packing Co., packer of 
Cadet dog food, on Jan. 29 
launched the most extensive c: m- 
paign in its history. Newspapors, 
outdoor posters, radio and tride 
publications are being used in 
eastern states. The agency is Lee- 
Murray Advertising, New York 


Jacobs Appoints Hulett 


Gerald Hulett, formerly vice- 
president in charge of sales of 
Electromaster, Inc., Mt. Clemens, 
Mich., has been appointed director 
of sales in the appliance division 
of F. L. Jacobs Co., Detroit. He 
will be in charge of Launderall 
sales. 
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New GM Automatic 
Toaster Will Bow 
Late Next Spring 


{INNEAPOLIS—Advertising plans 
for General Mills’ new automatic 
toaster, fourth item in the Betty 
Crocker sponsored appliance line 
introduced last week at the Chi- 
cazo Housewares Show, haven’t 
erystalized yet but trade advertis- 
ing will probably break in April 
or May and consumer advertising 
in late June or July, according to 
division advertising manager 
James Fish. 

Mr. Fish told ADVERTISING AGE 
that copy, media and sales plans 
are still in the discussion stages 
with General Mills’ agency, Bat- 
ten, Barton, Durstine & Osborn, 
Minneapolis. 

At the housewares show a spe- 
cification sheet, large display and 
models of the new toaster, which 
features an exclusive switch and 
timing unit plus an extra high 
toast lift eliminating probing for 


small slices, were displayed. A 
tentative price of $21.95 has been 
set in line with most automatic 
toaster prices. 

Meanwhile, the mechanical di- 
vision is planning a drive on its 
Betty Crocker Tru-Heat Iron and 
steam ironing attachment in the 
spring just before the end of Gen- 
eral Mills’ fiscal year, June l, 
when a new budget will be an- 
nounced. The April 2 back cover of 
The Saturday Evening Post will 
spotlight the iron appliances. 


Tudor Names Kesslinger 


J. M. Kesslinger & Associates, 
Newark, N. J., has been named to 
handle the advertising of Tudor 
Chemical Specialties, Inc., New 
York, manufacturer of Quickee 
waterless hand cleaner and Glad 
Rag polishing cloths. 


Smithells Joins Pullan 

John M. Smithells, formerly in 
the Ottawa office of MacLaren Ad- 
vertising Co., has joined E. Pullan 
Ltd., Toronto, national sales agent, 
where he will handle advertising 
and sales promotion. 


Insurance Ad Scores 
in ARF Newspaper 
Readership Study 


New YorK—A 990-line ad for 
the Institute of Life Insurance in 
the Nov. 18 issue of The Berkshire 
Evening Eagle, Pittsfield, Mass., 
topped the men’s list and placed 
second with women readers, giving 
it a tie for first place on the all- 
study list of best-read insurance 
ads. This was reported by the Ad- 
vertising Research Foundation in 
its Continuing Study of News- 
paper Reading. 

Similar honors were won by a 
130-line display for the Boston & 
Albany Railroad, giving it sixth 
place for all studies to date in the 
transportation classification. 

A 1,182-line display of Jell-O 
puddings topped the women’s 
readership list and took fifth place 
on the men’s list. The survey issue 
contained 36 pages in two sections. 

Eleven ads in this particular 
issue attracted sufficiently high 


readership to rank among the ten 
best-read ads measured to date in 
their respective categories in the 
study. 


ABC Appoints Yonan 


Bill Yonan, formerly in the 
sales and promotion departments 
of Wilson Sporting Goods Co. and 
Victor Adding Machine Co., has 
been named assistant sales pro- 
motion manager of ABC’s central 
division in Chicago. He succeeds 
Dean Linger, who has joined 
WXYZ, Detroit, as manager of the 
promotion and publicity depart- 
ment. 


Sulfur-8 Appoints Doner 


Sulfur-8 Chemical Co., Brook- 
lyn, distributor of Sulfur-8 hair 
and scalp preparations, has placed 
its advertising with W. B. Doner 
& Co., New York. Radio, news- 
papers and magazines will be 
used. 


KPIX Appoints Wassenberg 

R. W. Wassenberg, on the sales 
staff, has been appointed oper- 
ations manager of KPIX, new San 
Francisco television station. 


mass X class = response 


Mass (m for short) isn’t any newer in 


Holiday = mass x class 


HKORMULA in Advertising 


Mx¢c=F H-Mxc H=F 


Holiday = response 


On the other hand, HOLIDAY families have 
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the advertising business than it is in physics. 
A mass market is a big market. 

And CLASS (e for short) isn’t new either. 
It’s adman’s shorthand for high income. Ex- 
ceptional ability to buy. 

And it takes no genius to see that if you 
could multiply mass by class (mx €), you'd 
have a high response (r for short) to your 
advertising. 

But it has been generally assumed that you 
couldn’t multiply mass by class. You could 
advertise in a mass magazine and get quantity. 
Or you could advertise in a class magazine and 
get quality. Not both. 

The assumption might have been true once. 
But over the past ten years, several magazines 
have built up mass circulations with a large 
percentage of high-income families. 

And now a relative newcomer has knocked 
the old assumption into a cocked hat. Only 
thirty-six issues old this month, HOLIDAY has 
become the most MASSive Class magazine ever 
published. 

With a current circulation that has passed 
800,000—and an estimated 6,000,000 readers— 
HOLIDAY is quantitatively a Mass publication. 


a higher average income than those of any 
Mass publication and more incomes of $10,000- 
and-over than any Class publication. 


HOLIDAY is America’s most beautiful 
magazine. A single copy costs 50 cents. Yet it 
has reached its present circulation among so 
many alert and eager people faster than any 
magazine selling for 35 cents or more. 


Those are significant facts to a media man. 
But it is the results of multiplying m x ¢€ that 
has the advertisers dizzy. Where copy is keyed 
or couponed, it is quite customary for Holiday 
to outpull any other magazine on the schedule. 
Not infrequently its response is greater than 
that of all the other magazines on the schedule 
put together. 


The reason? Holiday has something a lot of 
imaginative people crave. They read it, they 
love it and they save it. They make up a market 
that is unequaled now and that becomes more 
important day by day as competition for the 
consumer's spendable income increases. 


bediabliled 
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The most massive eLass market in the world / 


HOLIDAY + THE CURTIS PUBLISHING CO. - INDEPENDENCE SQUARE + PHILADELPHIA 5, PA. 


= I’m amazed! That's no 
contest. What you see is the 
Grubb & Petersen research 
department in full swing... 
digesting bushels of figures the 
field men have collected on 
products, people, prices, and 
everything else related to 
selling. 


Purpose? Well, executives and 
staffs of other departments use 
all assembled information in 
planning and creating the best 
possible advertising and sales 
plans for this agency’s clients. 
They also use it to learn all 
about the products and 
markets involved when solicit- 
ing new accounts. In other 
words, these fellows use facts 
first; then put the creative 
talents to work. It must pay 
off, too, because things really 
are humming here at... 


GRUBB & PETERSEN 


ADVERTISING 
CHAMPAIGN + ILLINOIS 
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Hendrickson Joins Y&R 


Robert S. Hendrickson, formerly 
an account executive of Gerth- 
Pacific Advertising Agency, San 
Francisco, has joined the mer- 
chandising department of the San 
Francisco office of Young & Rubi- 
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COMPLETE TIME-SAVING SERVICE-UNDER ONE ROOF 


TO TASTE THE SWEET SATISFACTION...of Faithorn 3-in-] Service is to want 
more, once you try it.-It's the straight-line, straight-through route that places 
your every job in expert hands and expert minds... under a single, coordi- 


nated control, from first to final step. 


The proof of what Faithorn 3-in-1 Service means to advertisers and their 
' production heads, is in one job (any job) done by this full-speed-ahead 
method. If you've really tested it, you know. If you haven't, the experience 


will be a revelation to you. 


FAITHORN 3-in-] Service is 
the shortest, straightest, smooth- 
est distance between the start 
and completion of your jobs. 


ys ae. 


AD-SETTING - 


EVERYTHING UNDER ONE ROOF 


a 


PRINTING 


FAITHORN 


CORPORATION 


ENGRAVING - 
400 N. RUSH STREET, CHICAGO II + WHITEHALL 4-2300 


PRINTING 


No hop-and-stop, here for engravings, there for typography and yet another 
place for presswork. That method slows you up; and, war or peace, time 
saved means money to you; means mailing schedules and publication 
| deadlines met; means energy conserved, temper unstrained. So, Faithorn 
& puts Engraving, Typesetting and Printing—all in one place, easy to find, 
i easy to follow, easy to check. It makes your job easier. 


FAITHORN is the only concern 
in Chicago that offers this COM- 
PLETE SERVICE...a definite saving 
of TIME, TROUBLE and MONEY. 
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immediate program to moder ize 
press rooms, engraving plats 
color photo studios, etc. 


ms Newspapers’ “big fight is :jjj 
against magazines” in the ccm. 
petitive media struggle, howe: er 
and color will continue to pla 4 
major role in that battle, he (e- 
clared. Space restrictions still v :ry 
too widely, he added, with sc ne 
dailies setting a minimum o: a 
full page, and “with the pres-nt 
high cost of color plates, it is no 
wonder that newspapers are loo! ed 
upon by agencies, seeking to plice 
national color schedules, as an ‘\b- 
stacle race.’ Our rate structure for 
r.o.p. color advertising is equally 
confusing and inconsistent.” 

The number of newspapers 
which accept r.o.p. color has 
grown from 448 in the U. S. and 
Canada last year to 459. Those ‘c- 
cepting two or more colors have 
moved up from 75 to 82. Other fig- 
ures, Mr. Aycock said, show that 
for the first nine months of 1948, 
r.o.p. color gained 24% over the 
same period of °47. Retail ac- 
counted for 71%, general 26% and 
automotive 3%. 

The Birmingham News, Mr. Ay- 
cock declared, has launched a $2.- 
000,000 program which includes a 
new press room and new presses 
with color attachments, but it 
“proved you don’t have to wait 
for new equipment to print color.” 
The News was in seventh place, 
from a color standpoint, in 1947, 
with 331,569 lines, and had avail- 
able only eight press units and two 
extra color cylinders. “Sure, this 
meant early press runs, hand 
stuffing and extra expense,” he 
continued, “but we are trying to 
give our advertisers what they 
want and they want color.” 


ws Robert K. Drew, advertising 
manager, Milwaukee Journal, said 
his paper, one of the pioneers in 
the field, expects a sizeable in- 
crease this year in color adveriis- 
ing, and plans to expand its usage 
on its editorial pages. The Jour- 
nal is concentrating on full color 
and has had “excellent results,” he 
maintained. It has shied away from 
the promotional type of store ac- 
counts and believes this policy 
pays off, too. 

Julian Eberle, the Journal’s me- 
chanical engineer, suggested a 
color program including these ma- 
jor points: Create a desire for 
color throughout the entire organi- 
zation; build a closely-knit team to 
produce, and provide it with a 
good “coaching staff”; experiment 
with color editorial material in a 
special section; accept color ads 
only after experimentation, and use 
a quality basis for acceptance; and 
“don’t wait for new equipment; 
start today!” 

Leading off the panel, James H. 
Armistead, vice-president and a‘- 
vertising director, Nashville Bca"- 
ner and Tennesseean, said the pa- 
pers he represented believe there 
are unlimited opportunities ahead 
in color advertising. 


a+ 


Quirk Forms Ad Departmen: 


Quirk Co., Cudahy, Wis., mar u- 
facturer of dairy, display and 
wood and metal products, | as 
formed an advertising departme 1t, 
with Hubert A. Krawczyk, f '- 
merly with Cramer-Krasselt (°., 
Milwaukee, as advertising ma! 3- 
ger. Promotions will place spec a! 
emphasis on the new Quirk c !d 
seal milk case cabinets. 


Confectioners to Meet 


The National Confectioners’ / s- 
sociation will hold its 66th ann 2 
convention June 5-10 at the S *- 
vens Hotel, Chicago. Theodore > 
Stempfel, vice-president of E. ! 
Brach & Sons, Chicago, will © 
general chairman of the conve - 
tion. 


‘Monitor’ to Move Offices 


Christian Science Monitor 
Feb. 1 will move its New Y« 
office from 500 Fifth Ave. to 5 
Fifth Ave. 
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teel Industry 
inswers President 
ith Ad on Output 


New York—On Jan. 9, five days 
bfte: President Truman delivered 
his annual message to Congress, 
he American Iron & Steel Insti- 
ute ran an advertisement as part 
f its series in more than 200 news- 
papers, through Hill & Knowlton. 

Mr. Truman had said; among 
‘ther things, that unless steel pro- 
juction was increased sharply the 
sovernment might have to build 
and operate plants in this industry. 

The institute—which “happened 
hat week to get some current fig- 
ures,” AA was told—pointed out 
hat “America’s steelmaking capa- 
city is now 96,000,000 tons a year— 
larger than ever before in war or 
peace”; that by the end of 1950 
the capacity would be boosted to 
more than 98,000,000 tons, and 
that the “cost of expansion com- 
pleted since the war’s end and now 
in progress will exceed $2 billion.” 

Currently operating on an an- 
jual public relations and adver- 
ising budget of $1,500,000—of 
which about $750,000 is for “‘com- 
missionable” advertising—the in- 
stitute has made no plans for ad- 
ditional advertising to meet the 
hreat of government competition. 
Its fiscal year will end on April 
30. Plans for the new year are 
expected to be set within six 
weeks. 

Meanwhile, U. S. Steel Corp. 
ran a special newspaper ad this 
month, through Batten, Barton, 
Durstine & Osborn, to show that it 
is “putting more than $900,000,000 
into plant improvements and addi- 
tions.” 


Benrus Raises Ad Budget; 
Radio and TV Get Most 


Benrus Watch Co., New York, 
has set its advertising budget 
for 1949 at $1,600,000, a $500,000 
increase over last year. The entire 
appropriation will be spent on 
radio and television selective an- 
nouncements. An additional $400,- 
000 will be spent on dealer aids. 
The company is now placing selec- 
tive announcements on 103 AM 
stations and expects to add 22 
markets within the next few 
months. In addition, Benrus ex- 
pects to have commercials on 15 
to 18 television stations this year, 
and is now on about a dozen. J. 
D. Tarcher & Co., New York, is 
the agency. 


Special Formula to Breese 
Special Formula Corp., a di- 
vision of Lehn & Fink Products 
Corp., New York, has appointed 
Murray Breese Associates, New 
York, to handle the medical and 
drug advertising of its Lygel and 
Lygenes products. 
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Nor Baker Boosts Wallace 


Al Wallace has been promoted to 
general sales manager of Nor 
Baker Ltd., formerly Baker-Ash- 
down Ltd., Toronto. He has been 
with the company for several years 
and will now supervise sales for 
art, photography, engraving and 
printing. 


Plans Video Conference 

The Chicago Television Council 
will hold the city’s first major 
national television conference 
March 7-9 at the Palmer House, 
Chicago. 


Morgan Browne Joins NAM 
Morgan Browne, formerly man- 
aging editor of Tide, has joined the 
community relations division of 
the National Association of Manu- 


facturers, New York. 


Atlantic City... 


The World’s Playground 


where over 18,000,000 yearly visitors 


see and absorb messages 
like this Calvert. 


Let Us Place YOUR “High-Spots” 
on the Boardwalk. 


Spectacular 
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s 
Poster 
Advertising 


Painted 


AGAIN IN 1948— 


PITTSBURGH’S HOME FOLKS 
PLACED MOST OF THEIR ADVERTISING 
IN THE PRESS 


NUMBER OF CLASSIFIED ADS 
IN PITTSBURGH NEWSPAPERS 


Home folks in Pittsburgh know which newspaper pulls 
the most inquiries, makes the most sales. The home 
folks have lived with the Pittsburgh papers, read them, 
advertised in them—for years. And when they advertise 
. .. to find a lost wallet, to sell a table, or buy a crib 
... they use The Press. 


The only yardstick the home folks know is results. 
Year after year, on the basis of results, they place more 
classified ads in The Press than in the other two Pitts- 
burgh newspapers combined. The Press has the habit 
of producing results. 


During 1948 The Pittsburgh Press carried 6,627,146 
lines of classified advertising—56.4% of all classified 


REPRESENTED BY the General 
Advertising Department, Scripps- 
Howard Newspapers, 230 Park Av- 
enue, New York City. Offices in 
Chicago, Cincinnati, Detroit, Fort 
Worth, Philadelphia, San Francisco. 


| Phe Pittsburgh Press 
No! 


During 1948 
Per cent 
THE PITTSBURGH PRESS of total 
(daily and Sunday)............ 984,275 64.5% 
Second paper (daily and Sunday).. 301,937 19.8% 
Third paper (daily only).......... 240,370 15.7% 


ee 


linage—64.5% of all classified ads—appearing in all 
three Pittsburgh papers. 


That’s proof positive that The Press is No. | for 
results in Pittsburgh. Give The Press a No. | spot in 
your advertising schedules; get your full share of the 
golden Pittsburgh market. 


Ask your Press Representative for facts and figures 
about the great Pittsburgh market. Every Scripps- 
Howard Representative is a Press Representative. 


IN PITTSBURGH—IN CITY CIRCULATION—IN CLASSIFIED ADVERTISING 
IN RETAIL ADVERTISING—IN GENERAL ADVERTISING—IN TOTAL ADVERTISING 
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BofA Exhibits 
Achievements to 
Dailies’ Admen 


National Copy at Peak, 
Chains Coming Along, 
Ad Executives Are Told 


Cuicaco—Flushed with success 
after its best and most effective 
year, but at the same time point- 
ing a warning finger at the fu- 
ture, the staff of the Bureau of 
Advertising, American Newspa- 


Newspaper Ad Execs 


per Publishers Association, re- 
viewed its work for members of 
the Newspaper Advertising Exec- 
utives Association here Tuesday. 

Most startling news of the 
BofA session probably was the es- 
timate presented by William A. 
Greene, assistant to the director, 
that national advertising volume 
in newspapers totaled about $430,- 
000,000 in 1948, and that “if news- 
papers were not the preferred na- 
tional advertising medium last 
year, it was at least a photo fin- 
ish.” Incomplete reports on mag- 
azine linage for 1948, he said, 
show a volume for this medium 
of $431,000,000. 

(As usual, the figures are sure 
to be disputed. For 1947, the 
Magazine Advertising Bureau re- 
ported advertising revenue of gen- 
eral magazines and national and 
regional farm magazines meas- 
ured by Publishers Information 
Bureau totaled $442,015,000; the 
same source estimated national 
advertising in newspapers at $311,- 
300,000, and of national radio ad- 
vertising (network and selective) 
at $220,940,000. There seems little 
question, however, that national 
advertising in newspapers during 
1948 made a much better relative 
showing compared to 1947 than 
did magazine or radio advertis- 
ing.) 


a John Giesen, head of the bu- 
reau’s retail division, reviewed the 
multitudinous activities of this di- 
vision and reminded his audience 
that while retail advertising looks 
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a lots of Admen 
TAKE THE SHORT CUT 


... to getting stock photos with real 
illustrative quality . . . that fit the 
need as well as costly posed shots 
... and at a saving of time, cost and 
temper! Put yourself “in the know” 
get our current stock photo catalog. 


Send $1.00 or a company order 


MORE THAN 
500,000 STOCK PHOTOS 
IN OUR FILES 


Kaufmann & Fabry Co. 


DEPT. AAl, 425 S$. WABASH AVE., CHICAGO 5 


Ae 


extremely healthy, “there are 
worrisome times ahead for re- 
tailers.” That means that advertis- 
ing and promotional expenses 
must be more carefully made, and 
must be even better equipped to 
do a selling job at low cost. 

For a practical demonstration 
of how one newspaper is success- 
fully utilizing “planned selling” 
in its retail operations, he intro- 
duced E. H. Burgeson, advertising 
promotion manager of the Madi- 
son, Wis., newspapers, who pointed 
out that while his papers’ retail 
linage has increased 70% since 
1939, retail sales in the market 
have moved up 195%. To main- 
tain both sales and advertising, 
he urged an eight-point “planned 
selling” approach, based largely 
on providing more information to 
retailers on advertising timing, 
selection of the proper merchan- 
dise to feature, and selection of 
the proper price ranges. He dem- 
onstrated how the largest depart- 
ment store, and an _ important 
men’s shop, have correlated ad- 
vertising and selling more effec- 


ae. eats 
trae eg ae 


tively through use of tools which 
his papers have provided. 


= Mr. Giesen announced that Don 
Hays, manager of the bureau’s 
chain store department, resigned 
Jan. 15 because of illness in his 
family, but reported that the bu- 
reau is working hard—and with 
good results—on non-advertising 
chains. He made the particular 
point that for this activity to be 
completely effective, newspapers 
must call more often and more ef- 
fectively on local store managers, 
regional chain executives, etc. 

Mr. Greene led off a series of 
quick case history reports of the 
bureau’s activities in the national 
field, which were supplemented 
with similar reports by Dent Has- 
singer, Chicago manager, and Don- 
ald Q. Coster, who heads na- 
tional activities in New York. 
Some examples of important ac- 
counts whose space buying habits 
have been influenced by the bu- 
reau included: 


- Westinghouse, which used sub- 


stantial newspaper copy in key 
markets last year, in a change of 
policy, and which now plans a 
newspaper appropriation for the 
first five months of this year 
which almost doubles last year’s 
expenditure. ; 

Standard Brands will run the 
biggest newspaper campaign in 
its history in 1949, in a drastic 
switch in advertising strategy, 
with most of the money coming 
from other media. 

An unidentified advertiser who 
has never used newspapers is 
testing multiple dealer-signed 
copy in five markets and is plan- 
ning a further test shortly. 

On the basis of figures showing 
the geographic distribution of 
foreign travelers, Pan-American, 
which previously spent 80% of its 
budget in magazines, put half of 
a $1,000,000 space appropriation 
into newspapers last year and will 
increase the percentage somewhat 
this year. 

Richard Hudnut and Wm. War- 
ner, its parent company, were so 
impressed with figures showing 
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the differences in local ma ket 
as potential cosmetic busi ies, 
sources that the company : »¢n; 
about $750,000 in newspapers lay 
year on its new permanent v aye 
had “a grand year,” and this yea; 
will give newspapers a sub: ‘an. 
tially larger schedule.” 


a John Ottinger, promotion 1 jap. 
ager of the bureau, showed the 
bureau’s newest presentation, , 
cartoon full-color slide film, ‘This 
Little Product Goes to Market, 
which is designed primarily fo, 
showing to distributors, district 
managers, etc. It emphasizes the 
necessity for again moving mer. 
chandise off retail shelves, get; 
pretty competitive as far as radio 
and magazine coverage of buying 
factors is concerned, and winds up 
with a strong sales talk for news. 
papers. 

Hal Manzer, retiring president 
of the association, reported that 
the bureau’s governing board has 
voted to maintain the dues struc- 
ture at its present level, and made 
a strong plea for additional mem- 


*Non-farm. 


er a 


BH&G went to 48% of 
the families throughout 
the U. S. who owned 
homes worth $10,000 or 
more in 1940.* That’s 
the kind of penetration 
into leading families that 


BH&G gives you. 
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berships, asserting that this was 
the only way the bureau could 
ecntinue to function adequately 
and meet rising costs. 

Jon U. Bridge, Gannett News- 
papers, chairman of the bureau’s 
p ans committee, reported that the 
committee has been enlarged to 
24, plus two ex officio members. 


s Harold R. (Rusty) Barnes, di- 
rector of the Bureau of Advertis- 
ing, wound up the session with the 
assertion that “our greatest prob- 
lem is the widespread tendency 
among business people to talk 
about a recession or a depression, 
and our greatest opportunity is to 
keep advertisers from thinking 
that way—and more particularly 
from acting that way.” 

Even though 1949 may be not 
quite as good a year as 1948, he 
said, it will still be far above 
“normal.” “For 15 years,” he 
said, “we’ve had steadily rising 
buying power and steadily rising 
sales.” As a result, most of today’s 
important business executives have 
had no experience on a falling 


market. 

“Few merchants are advertising 
adequately today,” he said. “The 
ratio of retail advertising to retail 
sales is lower today than it was 
even during the period of wartime 
shortages. It’s not quite half what 
it was in the golden year of 1929. 

“To the best of my knowledge, 
nobody has yet invented self- 
propelled merchandise. Merchan- 
dise must still be sold—and adver- 
tised.” 


Camels Uses Car Cards 


R. J. Reynolds Tobacco Co., 
Winston-Salem, N. C., is using car 
cards, for the first time in many 
years, for Camel cigarets, in New 
York City and Philadelphia sub- 
ways. William Esty Co., New York, 
is the agency. 


‘Grit’ Resumes Split Runs 

Grit Publishing Co., Williams- 
port, Pa., has resumed its split 
run facilities, available to ad- 
vertisers and advertising agencies 
at no cost above the regular line 
rate, provided the ads to be tested 
are 100 lines or more. 


544 Se. LOS ANGELES ST. 


WW THE WHOLESALE Anta - 


TO BUILD MAILING LIST—Woolen Mill 
Ends Co., Los Angeles, ran this ad in 
the Los Angeles Times to build a “‘quali- 
fied” mailing list for its yard goods. 
Through membership in the “Fabrics of 
Tomorrow Club,” consumers get ad- 
vance mailings of new fabrics which are 
available “at great savings.” 


Appoints Grey Agency 

Men’s Fashion Guild of America, 
New York, has appointed Grey Ad- 
vertising, New York, to handle its 
advertising. 


Eastern Canada 
Newspaper Admen 
Start Own Group 


OtTtawa—The “surveillance” of 
up-to-date advertising managers 
won a tribute from D. E. Long- 
more, vice-president and Mon- 
treal manager of McKim Adver- 
tising Ltd., at the inaugural meet- 
ing here of the newly-formed 
Newspaper Advertising Managers’ 
Association of Eastern Canada. 

The fact that much modern ad- 
vertising holds a definite news 
value, said Mr. Longmore, “is 
largely due to the surveillance of 
the advertising manager, whose 
vital role in assembling, planning 
and creating advertising makes 
him equally responsible with the 
editor and publisher for the gen- 
eral content of his newspaper, 
and equally responsible for the 
over-all effect that paper is going 
to have on its readers. 

“Because advertising managers 
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tion of picking the right audience. 


TTING across an idea in institu- 


tional advertising is largely a ques- 


That’s why the screen in our picture is of 
particular interest. It picks local leaders 
for you. 


You see, Better Homes & Gardens is de- 
voted, cover to cover, to 100% service on 
better living in a better home. Naturally, 
it screens out casual readers, screens in 


only the families whose big interest is 
home and everything that affects it. 


an Mea. 


That means that it screens in solid family 


for all big magazines. 


folk. Their incomes are among the highest 


They’re mostly 


homeowners, so they have a serious stake 


in the community. They pay more for 
their homes and everything that goes into 


them than their neighbors do. They set the 


forming public opinion? 


pace. They’re active in PTA’s, clubs, civic 
projects, churches. Their opinions count. 


How about having our representative tell 
you more about how you can use our 
editorial screening as an effective lever in 


have become known as trusted 
repositories for all sorts of busi- 
ness confidences—and because, 
knowing what they do of the 
secrets of many competitors, their 
counsel and advice has been hon- 
orably circumspect and helpful— 
they have helped to raise the 
standards of advertising ethics to 
a point- where business is con- 
ducted on a plane on which seri- 
ous criticism is negligible.” 


ws New officers of the association, 
which has the blessing of the 
Canadian Daily Newspaper Asso- 
ciation and represents 70% of the 
newspapers eligible for member- 
ship, include: President, Thomas 
H. Johnstone, Ottawa Journal; list 
vice-president, Martin Livingston, 
Halifax Herald; 2nd vice-presi- 
dent, Charles St. Arnaud, Le 
Nouvelliste, Three Rivers, Que., 
and secretary-treasurer, W. J. 
Garner, Petersborough Examiner. 
Directors include J. C. Anderson, 
Kitchener Record; St. Clair Me- 
Cabe, Galt Reporter; Bruce Camp- 
bell, Montreal Star; L. P. Vezina, 
L’Action Catholique, and J. Ross 
Bates, St. Catherines Standard. 

Tentative arrangements call for 
the next annual meeting at the 
Chateau Frontenac, Que. next 
September. 


Melamed-Hobbs and Baskin 
Consolidate Chicago Offices 


The Chicago office of Melamed- 
Hobbs, Inc., and Salem N. Baskin 
Advertising Agency, Chicago, have 
been consolidated and will operate 
as a single unit under the name 
of Melamed-Hobbs, Baskin & Liv- 
ingston, with offices at 333 N. 
Michigan Ave. E. R. Living- 
ston, who has been with the Bas- 
kin agency for the past eight years 
and general manager since the 
death of Mr. Baskin 18 months 
ago, will manage the new organi- 
zation. 

Charles A. Ricklefs of Melamed- 
Hobbs will continue as produc- 
tion manager and Merv Wolff as 
art director. 


Cohen Joins ‘Tribune’ 


Samuel J. Cohen, former assist- 
ant circulation manager of the 
New York Times, has joined the 
circulation department of the New 
York Herald Tribune in an execu- 
tive capacity. 


Home Products Raises Sauer 


Walter Sauer, assistant adver- 
tising manager of Home Products 
International, New York, has been 
appointed advertising manager of 
the organization. 


MORE DATES 
ANNOUNCED 
FOR 
TOLEDO SURVEYS 


FURNISHING — Complete 
readership data for all national 
ads appearing in the TOLEDO 
BLADE on these dates: — 


February 1 

February 15 

March 1 

March 15 | 

March 29 

April 12 | 
e 


Send copy to the BLADE 
marked for “survey issue” with 
date or dates desired. Reports 
available IN 8 to 10 days after 
insertion dates. Costs extremely 
reasonable. Write for details. 


Publication Research Service 
201 No. Wells Street 
CHICAGO 6, ILL. RA 6-8786 
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Goodrich Promotes Miller 


Jay E. Miller has been ap- 
pointed western public relations 
manager of B. F. Goodrich Co., 
with headquarters at the Los An- 
geles plant. He has been with the 
company for 13 years, most re- 
cently as advertising and sales pro- 
motion manager of the associated 
lines sales division. 


Stadthagen Joins R&R 


H. A. Stadthagen, formerly in 
charge of market and media re- 
search operations at Dancer-Fitz- 
gerald-Sample, has joined the 
media department of Ruthrauff & 
Ryan, Chicago, as a specialist in 
market and media research. 


$.S. SPECIAL 


FRISKET CEMENT 


$5.00 per gal. $1.50 per qt. 
ARTEX ARTIST 


RUBBER CEMENT 


$3.50 pergal. $1.25 per qt. 


5.5. RUBBER CEMENT CO. 


314 WN. MICHIGAN AVE, CHICAGO 1, ILL. 


Esterbrook Starts 


Drive for Pen Set 


CAMDEN, N. J.—Esterbrook Pen 
Co. has begun production on a 
new unspillable desk pen set, and 
will start advertising it in Febru- 
ary and March in seven trade 
journals. 

When adequate distribution is 
arranged, Esterbrook will follow 
up with advertising to the con- 
sumer. 

Publications to be used are Gey- 
er’s Topics, Modern Retailing, Mo- 
dern Stationers, National Stationer, 
Office Appliances, Pacific Sta- 
tioner and Southern Stationer. 

Full pages have been contracted 
for through Aitkin-Kynett Co. of 
Philadelphia. 

The new pen works entirely on 
capillary action which keeps the 
pen point free of ink. The ink it- 
self is stored in the base of the 
set. 

For the regular Esterbrook pens, 
the company has planned a change 


in the approach of its point-of-| 


sale advertising. Pen and pencil 
sets will be stressed, rather than 
just the pen and the various 
types of points available. 

Regular consumer advertising on 
pen and pencil sets continues. 


Paramount General Precision 
to Lose Holdings in Scophony 


An anti-trust consent judgment 
in federal district court in New 
York last week will result in the 
divestiture of Paramount Tele- 
vision Productions’ and General 
Precision Equipment Corp.’s hold- 
ings in Scophony Corp. of Amer- 
ica. As a result Scophony’s patents 
for large-screen television projec- 
tion will become generally avail- 
able. 

The decision is an outgrowth of 
litigation started in 1945 with the 
charge that Paramount, General 
Precision and Scophony, along 
with Scophony Ltd., an English 
company, were conspiring to mon- 
opolize the Scophony patents. 
The four companies were accused 
of seeking to divide the world 
markets between themselves. 


For years we at Artkraft*, the nation’s sign headquarters, 


have recognized the need of a high quality, effective, outdoor neon illuminated sign for 
those merchandisers with a multiplicity of outlets, whose budget dictates a low cost sign, 
if such signs were to be used at all. To this end we have spent thousands of dollars on 
research and development and, as a result, 


*« NOW 


proupty A NNOUNCES 


THE CREATION OF A SIGN ENTIRELY NEW IN CONCEPT 


THE SENSATIONAL WAT UJ.MASTER 


AT NOT JUST A SMALL SAVING—BUT, 


* Al Mrace 4 a * 


Yes — at half the price of the lowest cost neon illuminated sign we have ever offered 
and at % or % the cost of that used by many of our present customers. This despite the fact 
that Artkraft* values have always been recognized as the greatest! 

With this remarkable development we anticipate many brand new users of neon 
sign advertising who never thought they could afford a sign program and that many present 
users will employ the Valu-Master to supplement and greatly expand their present identifi- 


cation program! 


SIGN COM 
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PANY // 


Division of Antkrzafé* Manvfacturing Corp. 4 
LIMA, OHIO, U.S.A. 


1133 EAST KIBBY STREET 
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/Anthraft: SIGN COMPANY ~*. 

Division of Antkraft*Manutacturing Corporation * 
/ 1133 EAST KIBBY STREET 


LIMA, OHIO, U.S. A. 


Please send details on the new 
Artkraft* Valu-Master. 


QUALITY PRODUCTS FOR OVER A QUARTER CENTURY 


* Trademork Reg. U.S. Pot. OF. 
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question is this: Who isn’t? 


horse-players. 


of supernatural or climactic 


unduly. 


Teleradio Mans Corner 


We were speaking the other day in this space about the 
“Standards of Practice” adopted less than two years ago by 
the National Association of Broadcasters. This prompted us 
to turn back and re-read the little forgotten NAB booklet 
which contains the most up-to-date (whatever else may be 
said of them) set of radio beatitudes. 


The trouble is, we think, that the boys “broadened” their 
text to cover everything in the vaguest of terms. In the 
process they managed to make their document sound very 
unconvincing. In promising to “observe the proprieties and 
customs of civilized society” 
laws” they were slashing out in the same vigorous style that 
did so much for Alf Landon in 1936. If the NAS was for 
“the sanctity of marriage and the home” and favored kid 
shows reflecting “respect for parents, law and order, clean 
living, high morals, fair play and honorable behavior,” the 


True, the code opposes “disturbing or annoying sound ef- 
fects and devices” and “blatant announcing” and foreswears 
“claims that a product will effect a cure” and “suicide as a 
satisfactory solution of any problem.” Missing is any flat- 
footed prohibition of betting odds but in a burst of candor 
the NAB concedes that the giving of bookie arithmetic over 
the air “could be expected” to have some influence among 


Most curious word-choice in the code is the recurring em- 
phasis on “unduly.” It's against “detailed presentations of 
brutal killings, torture, physical agony, horror and the use 


excite unduly.” Again, it deplores sound effects ‘‘calculated 
to shock or unduly alarm the listener.” A radio-frightened 
child may not, if you look at the matter broadly, have been 
unduly frightened and the skull-crunch of a lead pipe may 
not have unduly brutalized the victim. 


Still, to end on a constructive note, we are reassured, with 
the fathers and mothers of America, that the code con- 
demns “appeais to children to purchase the product in order 
to keep the program on the air” and all contests or boxtop 
stunts which “for any purpose encourage children to enter 
strange places or to converse with strangers.” 


The need for this last proviso shocks us a little, but not 


* 
\ 


and “federal, state and local 


incidents likely to terrify or 


McMullen Names Crawford 


Mrs. Isabelle Crawford has been 
named advertising and promotion 
director of McMullen Co., New 
York, succeeding Abigail Johnson, 
who has joined Town & Country. 
Mrs. Crawford has been associated 
with Mrs. June Hamilton Rhodes 
for the past 11 years as account 
executive and publicity director. 


Krupnick Promotes Miller 


Robert L. Miller, associate art 
director, has been promoted to art 


Gets Wellman Peck Account 


Wellman Peck & Co., San Fran- 
cisco, packer of Wellman brand 
foods, has placed its advertising 
with Pacific Advertising Staff, 
Oakland, Cal. Frank Wright Na- 
vional Co., San Francisco, tormerly 
handled the account. 


Signs 2 for NRI Service 


A. C. Nielsen Co., Chicago, has 
signed McCann-Erickson, Inc., and 
the Frigidaire division of General 
Motors Corp. for the new National 


director of Krupnick & Associates,| Nielsen Radio Index Class “A” 
St. Louis. Service. 
a FINE | 
& i PRINTING 
JAHN & OLLIER 2 teres 
COLOR PROCESS 


ENGRAVING COMPANY z 


HALFTONE 
ZINC 


817 W. WASHINGTON BLVD., CHICAGO 7, ILLINOIS - MOwroe 6-7080 
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Goodrich Co., has been appointed 


_ : d St ti ‘ Joins Continental Mills Koret Appoints Two A. K. Tate Adds Duties 
Vi e0 a 10ns Frank Manning, formerly with Rosemari McNamara, formerly A. K. Tate has been named gen- — — « bel gy Fn 
Bangasser & Associates, Seattle,| merchandising editor of the Chi-|eral sales manager of the car di- — sieheag aa ry. ass 
l Ai has been appointed a and = cago Fashion Industries and an ac- sma, A a — & yh ge SROs pollenes Gnd sacs Sy 
“4 vertising manager o ontinental | count executive of Department | Co., Montreal, succeeding the late 
Py ob ems Alr ed Mills, ine. Seattle. The company | Store vies Go. thane has|C. G. Elster. Mr. Tate, with the MO STOCK .CUTS 
manufactures Krusteaz pie crust|been appointed assistant adver-| company since 1916, also will con- 
ne mix and Krusteaz apple pie, dis-|tising manager of Koret of Cali-|tinue as general sales manager of Complimentary 144-page 
Dy hy L A Panel tributing these products on the| fornia, San Francisco. Beverley | the export division. anes MF 
us } . ° Pacific —— Be month, be ban ns ey feature editor = tising Executives. aeiie on 
e company brought out a new prod-| Fascination and a magazine pub- usiness letterhea 
De } oLLYwoop—The No. 1 problem | uct, Krusteaz hot roll mix, with/licist for 20th Rae ny, Ay in ag ae Seems STIVERS STUDIO 
of Los Angeles television stations| initial distribution in Seattle, Port-| New York, has been named as-| head of national sales activities of 113 New Montgomery Street 
: in 1949, is (take your choice) |land and Spokane. The company |sistant publicity director of Koret.|the shoe products division, B. F Sen Francisco 5, California 
ar more money to improve the qual-| Places advertising direct. ; 
wl ity of programming, more hours Rieser Starts Video Drive 
4 on eo el wens eoeenees a| Hunt Opens Agency Rieser Co., New York, through 
1 reguiar Nab, Closer working CcO-| w. J. Hunt Advertising Agency | Ralph Harris Advertising Agency, 
° operation between stations and/has been opened in Pasco, Wash.,|New York, has launched a tele- 
at ) advertisers, a need for more fac.s|to serve primarily retail accounts | vision campaign for its Venida hair 
or and figures about the sales ef-/in the tri-city area of Pasco, Rich-|nets, Jiffy pins and hair beauty 
id fectiveness of television stations|land and Kennewick, Wash. Mr.|preparations. Participations on 
in and markets. Hunt was formerly advertising | WABD’s _ program, “And Every- 
1e These were the opinions ex-|™anager of the Tri-City Herald,|thing Nice,” featuring Maxine GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 
- Pasco. Barratt, are being used. 
pressed by a panel representing 
fe the seven Los Angeles stations 
rs now operating or soon to be on the 
a air, before the Hollywood Adver- 
he tising Club last week. 
rT Haan Tyler, KFI-TV, expressed e e 
or a need for shows requiring a min- 
g imum of rehearsal. Costs now are 
too high because too much time is 
taken for rehearsal, and the “fair- () VI | 
= haired” boys will be those who 
of cut rehearsals to the bone and 
ie turn out good shows. More hours . s : 
or on the air are necessary so view- 
d ing becomes a daily habit, he said. ' 
d Video is not radio with sight 
n added, Richard Goggin, of Amer- 
y ican Broadcasting Co., emphasized. 
In his opinion, creative and en- Advertising Agency: The Buchen Company 
h tertainment talent cannot function 
. at their highest level on an as- CEN Pras ee oy : a 
r sembly line basis, with the de- ‘ 4 
p mands of sight so much greater | OLIVER <onvakation PRESENTS 2 i 
r than in radio. 
Mr. Goggin termed five-a-week 
shows on television a mild form of 
Mt suicide because of the strain on 
performers, and expressed belief 
that many shows should not be 
ontetete heard weekly. 
ount # Top radio names will be used 
Fran- to see how well they go on tele-| 
ome vision, and if the station can af-| 
Staff ford them, said Hal Bock, KNBH, | 
t Na- NBC station. However, fresh, new | 
merly talent will be needed and devel- | 
‘ oped. A major problem is the. 
need for money to develop the) 
quality of programming, Mr. Bock * - ' ; : P : 
0, has stated. Right now, the only four- | THE OLIVER CORPORATION, famous manufacturer of . SPOT MOVIES are a short feature in the movie theatre’s 
., and figure .salaries being paid are| farm machinery, selected Spot Movies to spearhead the story of regular program — are seen and heard by every member of the 
oneral something like $85.65, he said. | its amazing new equipment, demonstrating it direct to the audience. Readership is virtually 100%. Over 8,000 theatres in 
tional Carleton Winckler, KTSL, Don | farmer and his family on screens of movie theatres throughout farming centers with a weekly audience of better than 20,000,000 
A” Lee station, stressed the need for the nation. Motivating reasons were .. . people are available for Oliver's Spot Movies — and yours, too. 
greater cooperation between sta- 
a tions and advertisers and agencies 
; in the building and airing of) 
on ws. He pointed out that sta- | 
ions have learned much through | 
the r mistakes and what has been | 
learned can be passed on. How- | 
ever, many sponsors ignore this| 
fact with inferior programs re-| 
Suiting. The outcome has been loss | 
of interest in video by viewers. 
an! a consequent disappointment | 
In sales results on the part of the 
client concerned. Everybody loses | 
when this happens. 
® Harry Witt, KTTV, Los Angeles | 
Ti »es-CBS station, sees a definite | 
nhe-d for more facts and figures, 
ab.ut audiences and sales results. | : ; 
Ac vertisers and agencies must | ——— (aie en epee cet . 
hae this information in order to SPOT MOVIES demonstrate Oliver’s new tractors and imple- OLIVER selected only theatres in areas where coverage was : 
gu je them, he said. KTTV is now ments through the medium of the theatre screen, appealing needed. Waste circulation was reduced to a minimum. Oliver's 3 
un erwriting a survey to get such simultaneously to the eyes and ears of the farmers. The combi- entire distribution plan was handled simply through one organi- ; 
IG in! rmation, he revealed. nation of sight, sound, action and demonstration produces sales. zation — Movie Advertising Bureau — just as yours can be. s 
| on Forbes, speaking for Don . Pye a 5 
=) Fe derson, KLAC-TV, declared Attention Advertising Executives! Get all the facts about Spot Movie Advertising. Call or write for a 
ESS th t television should be bought your free copy of The Story of the $100,000 Continuing Study of Theatres for Movie Advertising. - 
' be ause it is the only medium : 
W ich makes a “conscious im- 
p! ssion.” He declared that is not NATIONAL OFFICES 
ee any other medium, and aoaa JOE 45th 5 333 N. Michigan Ave 1032 Corondolet St : 
t a TV is tremendously more ef- rrensee Sosccacnageeeee hada ne | ee Phone: MUrray Hill 63717 Phone: ANdover 33022 Phone: Magnolia 4545 
ive sales-wise. Movi ING BUREAU KANSAS CITY CLEVELAND SAN FRANCISCO 
f ADVERTIS 2449 Charlotte St. 400 Leader Bidg. 870 Market St. 
G ts Paint Account <a pesecceseaes Phone: Harrison 5840 Phone: Main 9333 Phone: YUkon 6-6164 
Nilbur & Williams Co., paints, Sesccoss* MEMBER COMPANIES 
D uP gits, advertising with UNITED FILM SERVICE, INC. * MOTION PICTURE ADV. SERVICE CO., INC. 
gazines, trade _ publications, 
cc inter displays, dealer helps, di- 
tet mail and export publications 
—— W il be used. 
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Results? 


He heard from the 
TOP BRASS, themselves! — 


This fellow wanted a job at a salary well up in 

the five-figure brackets, and he didn’t want to 
cool his heels in reception rooms looking for it. ) 
So he ran a classified ad in ADVERTISING 
AGE’s “Advertising Market Place.” 


He says: 
ADVERTISING AGE too highly for the splen- 

did response. I got over a dozen inquiries and 
with one exception they all came from either 
the presidents or the executive vice-presidents, 
indicating that ADVERTISING AGE is routed 
| to the top men first!” 


He’s right: To reach the men who make the 
decisions, tell your story in ADVERTISING 
AGE’s classified columns — the “Advertising 
Market Place.” Rates are low, results are tops! 


“I can’t recommend 


Information for Advertisers 


No. 3227. Food Preservation Sur- 
vey. 

To get information from farm 
women regarding their 1948 acti- 
vities in the canning and freezing 
of meats, fruits and vegetables, 
Wallaces’ Farmer & Iowa Home- 
stead mailed a questionnaire to 110 
Iowa farm women who serve on 
the consumer panel. This report 
covers ownership of home freezers; 
rental of cold storage lockers; me- 
thods of preserving and quan- 
tity; new container purchases, pur- 
chase of glass jars by brands and 
increase or decrease in canning 
due to freezing foods. 


No. 3228. What Modern Industry 
Means to You. 


Modern Industry says, in this 
booklet, that it’s just as important 
to classify management men by 
their desire for improvement and 
their ability to get things done as 
it is to classify them by title. 
The booklet tells how to identify 
these enterprising individuals, and 
how to present information to 
them, along with Modern Indus- 
try’s story—editorial, circulation, 
distribution by industry classifi- 
cation, etc. 


No. 3229. The 1949 Petroleum Re- 
fining Market—How Much? 
Where? How to Sell It. 


This data book on the domestic 
and export refining, natural gas- 
oline and petrochemical industry, 
published by Petroleum Refiner, 
reports prospects for expenditure 
of $1,700,000,000 in the next five 
years to increase U. S. plant ca- 
pacity, and $1,000,000,000 during 
the same period for additional fa- 
cilities abroad. An insert provides 
an up-to-date list of plants with 
construction now under way or 
planned. 


No. 3230. Bigger and Better Cov- 
erage of Quebec Prov ice. 
La Patrie, Montreal, nas pub- 


lished this detailed circulation re- 
port, which includes weekend cir- 
culation and coverage of French 
families in centers of 2,500 to 10,- 
000 population; circulation by 
counties in the province of Que- 
bec; a detailed alphabetical list by 
towns in eight different provinces, 
and a list of national accounts 
using the publication. 


No. 3231. What You Should Know 

About DMG’s. 

Dell Modern Group’s audience 
survey introduces a typical “Dell 
Modern Girl” as a representative 
of Dell Modern Group readers, 
giving new information on her in- 
come, home life, education and 
reading habits. 


No. 3232. Top Farms Have Most 
Appliances, Motor Vehicles, 
Farm Machinery. 

Country Gentleman, in this re- 
port, summarizes data in an April, 
1948, Census Bureau release, show- 
ing characteristics of farms clas- 
sified by value of farm products. 
The analysis shows, for example, 
that farms whose total value of 
products was $40,000 and over had 
nearly $10,000 worth of machinery 
and implements apiece. At the 
other end, farms whose total value 
of products amounted to less than 
$250 averaged only about $165 
worth of implements and machin- 
ery. 

No. 3209. Action on the West 
Coast. 

This is Better Homes & Gar- 
dens’ third in a series reporting 
merchandising activities in cooper- 
ation with department and furn- 
iture stores. The report, sub-titled 
“Yes, we have some bonanzas,” 
tells about BH&G promotions with 
Breuner’s, Oakland, Cal., Breun- 
er’s, Sacramento, Bon Marche, 
Seattle, and Meier & Frank, Port- 


land, Ore. 


USE COUPON TO OBTAIN INFORMATION 


100 E. Ohio St., Chicago 11, Ill. 


Readers Service Dept., ADVERTISING AGE 


Please send me the following (insert number of each item wanted) 


rrr rrr rrrrrrrrrrrrrrrrrr rrr iii iii i ee 


rr rrrrrrrrrrrrrrrrrrrrrrrri TT Tit it tee eel 
er rnrrrrrrrrrrrrrrrrrrrrrrrrrr ttt Tit itt i tli eel 


eee rrrrrrrrrrrrrrr TT Tt tT TTT Titi titi ry 


RATES. 75¢ per line, minimum charge $3. 


(maximum two lines) 30 letters and spaces per line; light body face 40 per 


HELP WANTED 


‘noon, 11 days preceding ie 


es apply on display 


POSITIONS WANTED 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR 2-0115, Chicago 


Space Salesman experienced selling mail 
order accounts New York territory to join 
staff national monthly family magazine. 
Liberal salary & bonus. Opportunity 
rapid advancement-give complete details. 
Box 9915 ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Sales—Creative—Executive 
Consult our H. R. Hazard 
GEORGE WILLIAMS CO.—PERSONNEL 
209 S. State St., HA 17-2063, Chicago 


CATALOG PRODUCTION ASS’T 
for auto parts mfr. Temporary assign- 
ment or permanent spot...to help pro- 
duce parts catalogs. Experience neces- 
sary-man or woman will do. For app’t 
phone CA 5-4350, Mr. Cooper. (Chgo) 


COP¥Y WRITER—for advertising depart- 
ment of large machine manufacturer. This 
is a job for a young man who has had a 
couple of years’ experience on indus- 
trial copy, and is looking for a place 
to advance in all phases of national 
advertising and sales promotion. Must 
be able to write factual disciplined copy 
and show examples. Assignments will in- 
clude catalogs, sales folders, direct 
mail, dealer helps, etc. Excellent firm 
offering many benefits located in Syra- 
cuse, N. Congenial associates. Will 
consider only those writing complete per- 
sonal and business history, and salary 
eee eee will be held confiden- 
tial. 


Box 9946, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


COPYWRITER 
Well established, nationally-recognized 
agency in Midwest city of 200,000 has im- 
mediate opening for copy man with ex- 
perience in writing radio, newspaper, farm 
paper, and magazine copy for all types 
of accounts. A dependable idea-man who 
is experienced and mature will fill an im- 
portant position here as head of copy de- 
partment. Pleasant working and living 
conditions. If interested, tell all in first 
letter and enclose recent picture. Writer 
with previous agency experience preferred. 
All replies confidential. 
Box 9949, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
CIRCULATION MANAGER 

Established NYC technical magazine pub- 
lisher has opening for experienced cir- 
culation manager capable of handling two 
established, successful, industrial ABC 
publications and supervising a department 
of 20. Salary open. Write full details. 
Our organization knows about this open- 
ing. Reply to J. F. LeViness, Room 845, 
522 5th Avenue, New York City. 


POSITIONS WANTED 


MISSOURI U. AD MAJOR WANTS JOB 
that grows with him. Initial salary unim- 
portant. Southwest or west preferred. 
Honor student, 4 yrs. sales experience, 
28, single. Available Feb. 3. J. Trepel, 
500 Turner, Columbia, Mo. 


Experienced copywriter settling in 
Israel will handle exporters’ advertis- 
ing there. Write M. Fenson, 2515 


Davidson Ave., Bx., New York City. 


DITCH DIGGER—$15,000 

Yes, I'll dig ditches for $15,000 but 
for half that would prefer resp. adv. or 
sales-prom. position with agcy or mfr. 
Would consider interesting PR post. Age 
28. Now editor, ass’t sales mgr nat’l 
trade mag. 10 yrs exp. nspr, PR and 
sales prom. Move anywhere. 

Box 9943, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


CREATIVE LAYOUT ARTIST 
Expd. in ads, folders, posters, catalogs, 
and package designs. Idea man, versatile 
roughs and comps. Located in Chicago. 

Box 9948, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


GRAY HAIRED YOUNG MAN (34) 
has spent 12 years preparing himself for 
position which offers challenge, hard 
work and better than average earnings. 
Graduate C. I. T. Printing college; 7 years 
publishing experience, all phases includ- 
ing space sales; helped plan, promote and 
sell two of country’s most successful 
trade shows; at present partner in small 
Midwest advertising agency. Creative wri- 
ter, sound knowledge of Advertising and 
Graphic Arts, experienced promoter. Able 
to relocate or travel. What can you offer? 

Box 9944, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Young lady, single, would like to make 
connections with advertising agency in 
the Media department. Prefer New York 
agency. 19% years agency work: approxi- 
mately. Nearly 16% years with one 
and better than 1% years with another. 
Please contact Miss Clara Simmons, 141 
East 44th Street, New York. Phone 
MU-2-8595. Can furnish references. 


Ass’t Adv. Mgr.—Nat’l appliance mfr. 
desires change. Experienced in both agcy 
and dept. work. Writes hard selling copy 
—has a creative flair for layouts— 
is strictly merchandising minded. Single, 
28. Wants similar position or copy-con- 
tact work with agency. 

Box 9945, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Here’s a Top Copy Writer-Director with 
proved ability in all media, including 
network radio; with a record of original 
ideas and successful copy on accounts of 
many types, particularly home appliances, 
industrials, transportation, travel. Now 
with leading 4-A agency. 
Box 9947, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


FREE LANCE COPY—Trade paper, con- 
sumer, direct mail. 6 yr. agency & mfgr. 
bekgrd. Univ. ed. Chgo—or by mail 
Box 9950, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Layout Production man with 5 years ex- 
perience seeks opening with manufactur- 
er, printer, or Public Relations Co., in 
Chicago call EV 4-0723. 


Copywriter free lance or part time, strong 
selling copy. Versatile experience. 
Box 9951, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


TIME TO CHANGE 

for a radio corp. adv. mgr. seeking Chgo 
agcy position or improved ind. assignment. 
Education, employment, and war exp. 
qualify 31 yr. old man for present job 
managing $200,000 adv. budget—responsi- 
bility covers ideas and copy for trade mag. 
and direct mail adv., publicity and 
trade conventions. 

Box 9953, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 
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Two Name Brooks & Londc» 


Brooks & London, Philadel; hj, 
has been named to handle the aq. 
vertising of Linda-Lo Co., P! j|,. 
delphia manufacturer of child: »n’, 
dresses, and Ceal’s, Camden jN 
J., dealer in women’s fashion 


CHOICE DISPLAY SPAC | 
seus, SELLS, SELLS. 
get it with 


ADVERTISING MIRRORS 
eee 


MIRRO-PRODUCTS COMPANY 
High Point 2, North Carolina 


J 
— 
oo 


HELP! 


AGENCY COPYWRITER — Good 
sized Chicago advertising agenc, 
can pay for well-rounded adve, 
tising man who has written and can 
supervise all kinds of agency copy 
except soft lines. A key position 
with expanding future. Write vu; 
giving past experience, companie: 
dates and earnings plus persono! 
facts. It will help if your letter in 
cludes a statement in 50 words be 
ginning ‘‘! believe in advertising 
becavse—"’. Our employees know 
about this ad. 


Box 7253, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Iii. 


NRE SRE NECN A RRR 


Young woman with versatile advertising 
and sales promotion experience to assist 
adv. executive. Well groomed, tactful, 
capable of executive responsibility. 
Chicago area. 

Box 9952, ADVERTISING AGE, 

100 E. Ohio St., Chicago 11, Il. 


TROUBLE SPOTS? 

Then your Chicago agency needs this live 
wire young woman with record of sound 
selling copy, direct mail, dealer helps. Can 
unravel traffic problems, double in pro- 
duction. For samples, a card to: 

Box 9954, ADVERTISING AGE, 

100 E. Ohio St., Chicago 11, Il. 


Jr. exec. wishes supplementary income for 
med. expenses. Available eves. and/or 
Sat., Chgo. Production, editorial, newspr., 
magazine, PR and printing buying exp., 
but will consider any work, any capacity. 
Box 9955, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Publication Representative—West Coast 
Successful space representative will be 
headquartering out of San Francisco. 
Twelve years experience with recognized 
consumer and _ industrial publications 
plus 4-A agency background. Age 40. Ex- 
cellent reference. 

Box 9956, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


REPRESENTATIVES WANTED 


PUBLISHERS REPRESENTATIVE 
WANTED 


$$$ Opportunity for established 
p.r. in New York and Great Lakes 
areas to represent OIL REPORTER 
and SERVICE STATION OPERATOR. 
See SRDS for info. 

Petroleum Publishers, Inc. . 
712 Cooper Bidg. Denver 2, Colo. 


REPRESENTATIVES AVAILABLE 


PUBLISHERS REPRESENTATIVE 
West Coast Territory 

Can handle one more mass, class publica- 
tion, trade paper or good directory. Consi- 
derable experience in advertising, mer- 
chandising, promotion. Commission basis. 
Advertiser, Room 431, 257 South Spring, 
Los Angeles, 12, California. 


RAY BILLINGHAM, Estabiished 
Industrial Publishers’ Repre- 

sentative. Commission basis only. 

551 Fifth Ave., New York 17, N. Y. 


BUSINESS OPPORTUNITIES 


srcematiliiaiemaiiniieiaiiit  y ko | fs 
You Use Printed Forms—I Need Machinery 
Will Do Your Printing In Exchange For 
Your Stored Printing Machinery. 
Box 9941, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


MISCELLANEOUS 


Krom-a-Tone Post Cards 
Newest, most economical way to 
display any product. 
Samples on Request 
Graphic Arts Photo Service 
Box 365-A, Hamilton, Ohio. 


NEED A TOP PUBLIC RELATIONS MAN? 


Who Also Knows Advertising and |; 
wr hers Copy Writer? 

e are losing, to our regret through 
circumstances beyond our control. ns 
of our key agency men. We hope to 
see him make a suitable connection in 
keeping with his ability. 

Young but mature in judgment, 
alert to new ideas, an excellent writer. 
he can handle a key public relations 
and/or advertising post in almost any 

eld. 


If you need such a man, he will 
your gain and our loss. ra 
Box 7252, Advertising Age, 

330 W. 42nd St., New York 8, N. Y. 


EXPERIENCE AND SOUND JUDGMENT 
FOR THE COMPETITIVE YEARS AHEAD 


Capable advertising and sales executive. 


Client and agency experience: All phases 
advertising, sales promotion, public relo- 
tions. Familiar with automotive, petroleum, 
aviation, rubber and floor covering indus- 
tries — and good contact in each. 
Require salary in five figures. Available 
February Ist. Full details upon request. 


Box 7254, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


TO AN AGENCY HEAD 
WHO WANTS TO GET AHEAD 


The time comes in every agency operation when 
credit, finances, cash and fiscal policy get be- 
yond your reach—if you are going to con!inve 
supervising contact, copy, art, and production. 
And that's where | come in. | am a speci list 
in agency accounting and control. For less ‘hon 
$10,000 a year, | sidle into the bookkee ing 
department, put facts at your fingertips, ovt- 
line policies you can put into Practice, se’ up 
systems that make sense. Get along well! with 
creative people, too, upsetting nobody, but 
setting up a financial picture that shows you 
where you stand and where you are gong 
| can soon -be available for a new position 
where agency experience and creative finc: <ic! 
thinking are desired. Strong references. of 
course, from present and past employers 

Address Box 7255, ADVERTISING AGE 

100 East Ohio St., Chicago 11, IIlinois 


1 || 


AGENCIES: Here’s your opportunity to 
get top-flight layouts, finished art, etc. 
Specialists in mechanical and engineer- 
ing fields. Reasonable rates. 
Nicholls Art Products, 1122 20th Ave. 
Rock Island, Illinois 


Readinger Appointed by Two 

Pennsylvania School of Trans- 
portation, Philadelphia, and Le- 
Roy School of Photography, Phila- 
delphia, have appointed Readinger 
Corp., Philadelphia, to direct their 
advertising. Local newspaper, di- 
rect mail and outdoor advertising 
will be used. 


Granada Wines to Sullivan 

Granada Wines, Inc., has placed 
its advertising with Daniel F. Sul- 
livan Co., Boston. Maine and Mass- 
achusetts newspapers, plus point- 
of-sale display material will be 
used. 


Dairymen Appoint Barlow 
Barlow Advertising Agency, 
Syracuse, N. Y., has been named to 
handle the advertising of the 
Dairymen’s League Cooperative 
Association, Inc., New York. News- 
papers, radio, farm papers and 
outdoor posters will be used. 


Nicro Steel Names Chiappe 
Albert H. Chiappe, manufac- 
turer’s agent, has been named as- 
sistant vice-president in charge of 
sales of Nicro Steel Products, Inc., 
Chicago. He also will continue to 
operate his manufacturers’ agency 


in the Merchandise Mart. 


Do You Need to 
STRENGTHEN YOUR ORGANIZATIO? ? 


Executive . . . energetic, capable, w ° 
broad background in business and so 
management, advertising, merchandisi 
engineering and economics. Unusual a 
lytical ability. Experienced chief co: 
writer, account executive and plans m 
Industrial and consumer fields. Personat 
41. Pleasant. Co-operative. Family. Avc 
able at $15,000. Box 7237, ADVERTISI! 
AGE, 100 E. Ohio St., Chicago II, Ill. 


Vii 


INDUSTRIAL SPACE SALES MANA ER 


Vast and varied experience in all phases of | 
trial publishing; seeking change after 4 years 
one publisher on No. 2 book, because he’s 
just about as far as he can go. Personable, 2 
sive, will travel. Needs a five-figure salary. 
consider one book or publishers’ represent: 
Write fully first letter. 


Box 7256, ADVERTISING AGE 
330 W. 42nd St., New York 18, ° 
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\[JE KNOW that sometimes when you try to get it, you'd 
W" nish there wes 0 low. 
ot least one large glass « day 


FOR FLORIDA ONLY—Cartoon ads like 
this by Bandel Linn will run in more than 
60 Florida newspapers for eight weeks 
as the Florida Citrus Commission tries 
pepping home consumption of  state- 
produced citrus fruits. 


Florida Commission 
Starts Citrus Drive 
in Own Back Yard 


LAKELAND, FLa.—It just so hap- 
pens that sometimes when a per- 
son orders orange juice or a cit- 
rus fruit in restaurants here he is 
told there isn’t any. 

This is a pretty how-de-do for 
the state that claims to be the 
world’s greatest citrus producing 
area, and Florida growers are not 
going to take it lying down. The 
Florida Citrus Commission is open- 
ing a campaign on its home 
grounds to handle this unpatriotic 
situation. 

The commission has started a 
series of cartoon ads in some 60 
weekly and daily newspapers in 
Florida, and is using radio an- 
nouncements to step up consump- 
tion of citrus fruits by Floridans 
and their winter visitors from the 
North. 


s For eight weeks, the cartoons, 
drawn by Bandel Linn, will make 
such points as that some hotels 
don’t serve the oranges, grapefruit 
or tangerines of which the state 
is so proud; that some swanky hos- 
telries serve it at too high prices; 
that winter visitors might well 
send fruit to friends and relatives 
back home and that local people 
might themselves consider eating 
and drinking the citrus products 
so universally enjoyed elsewhere 
in the world. 

Dawson L. Newton, advertising 
manager of the commission, said 
that there has been a long-standing 
complaint of winter visitors and 
Florida residents alike “who say 
they often can’t buy good fruit or 
juice right here at home.” The 
campaign is directed at this sorry 
state of affairs. As part of the 
campaign, Mr. Newton said, “we 
are asking in some of the ads that 
the commission be supplied with 
the names and addresses of hotels, 
restaurants, fountains and other 
places which do not serve good 
Ciirus fruit or juice at reasonable 
prices,” 


2 Name Subscription House 


subscription House, Inc., New 
York, publisher consultant and 
Sse vice agency, has been named 
ex lusive circulation management 
ani promotion representative of 
Tr ined Nurse & Hospital Review, 
Wich appeared in a new typo- 
gr phical layout and cover design 
th s month. Baby Post, Inc., pub- 
lis er of Baby Post, also has ap- 
Pc nted Subscription House. Ef- 
fe tive with the March issue, 
B by Post will change from a 
2 irterly to a monthly publica- 
ion, 


Sierman to Ayer & Gillett 

Frederick Sherman, formerly 
¢ eative administrator of Ralph H. 
Jones Co., Cincinnati, has been 
nh med a vice-president of Ayer & 
© lett, Inc., Charlotte, N. C. 


Cross Joins ‘Elks’ 

Raymund A. Gross has joined 
Ue sales staff of Elks Magazine, 
Cricago. 


Bowman Expands Its 
Bubble Gum Effort; 
Drops Mint Cocktail 


PHILADELPHIA—Bowman Gum Co. 
this month redoubles its effort to 
induce girls to chew bubble gum. 
Also, it has abandoned its Warren 
Mint Cocktail gum line. 

To accomplish this, Bowman has 
added a movie stars group of in- 
sert cards to their bubble gum 
packages. Each 5¢ pack will con- 
tain three large pieces of the blow 
gum and, as a special attraction for 
the young ladies, packs contain 
five duo-tone colored pictures of 
prominent actors and actresses, 
complete with biographical 
sketches. 

Bowman also is offering pre- 
miums to the girls who save the 
wrappers. The company sends a 
window streamer featuring the 


screen stars with each 24-unit box 
of bubble gum. 

This addition to the company’s 
line was made after a national sur- 
vey disclosed that the present card 
inserts, featuring sports figures, 
simply didn’t appeal to girls, al- 
though boys like them well 
enough. Movie star cards won a 
10-to-1 preference from girls in 
the poll. Arrangements to use film 
star names has been made through 
Franklin Bruck Advertising Corp., 
New York, agency for Bowman. 


s Bowman has discontinued mak- 
ing Warren’s Mint Cocktail chew- 
ing gum and will henceforth de- 
vote its efforts to selling the bub- 
ble type of gum. 

Officials disclosed that sales 
continued on the Warren brand in 
1948 largely because non-cancel- 
able advertising commitments had 
been made. In 1947 Bowman 
undertook a $1,500,000 ad drive to 


build the Warren Mint Cocktail 
line into a strong national brand. 
When sales fell below expectations, 
however, the campaign could not 
be reduced as soon as was desired 
because of certain advertising 
commitments, it was explained. 


Brinkley Joins Earle Ludgin 


Donald A. Brinkley, formerly 
script editor and producer of 
Television Advertising Produc- 
tions, has joined the radio and 
television department of Earle 
Ludgin & Co., Chicago. 


Robert Stephen Names Orr 

W. Wallace Orr, Inc., Phila- 
delphia and New York, has been 
named to direct the advertising of 
Robert Stephen, Inc., Philadelphia, 
manufacturer of Safety Sleeper 
and other infants’ wear. Magazines 
a. trade publications will be 
u 


WKOB Appoints McKnight 
James H. McKnight, formerly 
manager of the sales department 
of Station WGOV, Valdosta, Ga., 
has been named manager of Sta- 
tion WKOB, North Adams, Mass. 
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SERVICE TO. 
READERS | 
December, 1948, Net Paid Daily Circulation 127,979 
Sunday Tribune 126,870 
(Highest in History ) 
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1948 Advertising Linage More Than 17,800,000 * 


(A New Record Advertising Linage ) 


*(The Salt Lake Tribune-Telegram sold to advertisers on associated 
basis. Advertising linage shown above is 7 day Tribune only.) 
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. ‘Lite’ Chronolog Report 


Researching Family 
Adapts New Device 
for Close Accuracy 


New YorkK—Last month, when 
Life published “A Matter of Con- 
suming Interest,” a large number 
of advertising people were first 
confronted with the results of the 
Chronolog—the newest device of 
the Market Research Co. of Amer- 
ica, and the researching Whites. 

Life’s consumption figures were 
drawn from the first Chronolog 
study—done in May and June of 
1947. Since that time it has been 
operated regularly, on a quarterly 
basis. The sponsors (about 15 to 
20 for each quarter) are not iden- 
tified by the Whites, but are 


(Simpson-REILLY, LTD.) 
Publishers Representatives 


LOS ANGELES GARFIELD BUILDING 
SAN FRANCISCO RUSS BUILDING 
\ SEATTLE NEW WORLD LIPE BLDG. 


= ©6Puts Light on Whites 


chiefly consumer goods manu- 
facturers, along with various other 
advertisers. 

“Basically,” says Percival White, 
president of MRCA, “we have two 
things—a sample of 5,000 families, 
and a device which has ceriain 
advantages.” 


= The sample is an area sample, 
and one of the beauties of the 
Chronolog index is the fact that it 
lets advertisers have an area sam- 
ple at relatively low cost, since 
the costs are distributed among 
the sponsors of the particular 
quarter. 

It employs 5,000 different fami- 
lies in each quarter, and makes 
unlimited callbacks to get difficult 
families. 

The Chronolog itself is an in- 
genious little packet of question- 
naires. As each segment is filled 
out, the respondent pulls a tab 
which moves the completed por- 
tion up into a box. The respondent 
cannot alter or amend his ques- 
tionnaire, nor can he look ahead, 
nor are his subsequent answers 
likely to be prejudiced by what he 


|has said before. 

| This aids in avoiding bias, not 
only on the part of the respondent, 
but also on the part of the in- 
terviewer. 


s Percival White once explained 
it in a speech as follows: “(A) 
There is the problem of attaining 
rapport (between interviewer and 
respondent) ...(B) Fatigue both 
of the interviewer and the re- 
spondent is another factor apt to 
militate against good interviewing, 
and the last of a long interview 
may not be as complete as the 
first. (C) Bias also can enter: the 
interviewer himself may have 
strong views or inclinations, and 
these prejudices may uncon- 
sciously affect responses... (D) 
Cheating or partly faked inter- 
views...are difficult to detect... 
(E) The respondent may reply 
as she thinks the interviewer ex- 
pects...may be inclined to ex- 
aggerate or conceal those facts 
which seemingly fail to reflect 
favorably on her.” 

This the Chronolog avoids. The 
interviewer plants the Chronolog, 
and picks it up after a three-day 
period. He still does interviewing 
but—except for a percentage of 
interviews where the respondents 
are illiterate, too enfeebled or too 
busy to cooperate, etc.—it is con- 


fined to securing complete back- 


You can use three morning newspapers in 
Florida and get family coverage® in 45 of Florida's 


67 counties. 


Florida's three big, morning dailies—the Times- 
Union in Jacksonville, the Tribune in Tampa, and 
the Herald in Miami give you coverage where it 

in Florida’s three major markets and 

their rich trade areas where 78 per cent of Florida's 


counts... 
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effective buying income is concentrated. 


The Florida market is a growing market. 
stantly increasing business, industrial and agricul- 
tural payrolls provide high purchasing power right 

around the calendar. 


da Can Te en 


oe a 


t Florida Times-Alnion => 


Dutch Capiure 
Last important 
Javanese Base 


Kremlin 
le Doubted'nn , 


fe» U.S. Experts 


a r 
= 


Che Miami Herald Go 


Cold, Snow, Wind Sweep 
Wer Covat Lakes Sites 


Its con- 


Put your product on the pages of Florida's three 
leading, morning newspapers and you'll reach more 


Florida families with money to spend .. . 


lowest cost! : 
“From 20 per cent to 100 per cent family coverage. 


FLORIDA TIMES-UNION 


JTAMPA MORNI 


National Representatives - Sawyer-Ferguson-Walker Co. 


and at 


Jacksonville - National Representatives-Reynolds-Fitzgerald, Inc., Jann & Kelley, Inc., Atlanta 


MIAMI 


National Representatives : 


NG TRIBUNE 
HERALD 


Story, Brooks & Finley, Inc., A. S. Grant, Atlanta 
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CHRONOLOG 
INDEX 


TOP ECHELON—Seated at the conference table are (I to r): Percival White, Pau! ine 

Arnold White, Matilda White Riley, and Robert R. Lindsey, who heads sales for 

Market Research Corp. of America, Standing is Arthur Simon, the company’s re. 
search expert on food and drugs. 


ground information concerning the 
family and its composition plus 
any other data better secured by 
personal interview. 


ws The participating families get 
no material reward. At first a sys- 
tem of premiums was used, but 
current MRCA thinking holds that 
the families are “flattered” to be 
included. A token is now given 
after the famil¥’s cooperation is 
secured. The response runs around 
92% -94%. 

Since the Chronolog and the 


jrespondent must work together, 


obviously a great deal of responsi- 
bility is imposed on the inter- 
viewer. “The term ‘interviewer’ is 
not tooaccurate in this connec- 
tion,” Mr. White said in an explan- 
atory speech to the Market Re- 
search Council, “since his is more 
of a selling job than an inter- 
viewing job. This calls for a high 
degree of aggressiveness, tact and 
self-confidence.” ; 


a To help the interviewer, MRCA 
has done everything possible to 
smooth the path of the interviewer, 
and the easiest way is to impress 
upon the respondent the prestige 
of being part of the sample. 

The respondent is told by the 
interviewer that his household, 
his alone, will serve the purpose. 
To that end letters go out from 
MRCA explaining the project, re- 
prints of articles are used to show 
the importance, special cards of 
introduction are supplied, cham- 
bers of commerce are alerted in 


order to be able to vouch for the 
survey, and, in the case of rare re- 
calcitrants, interviewers report di- 
rectly to headquarters, which 
makes a direct effort to contact the 
lagging householder. 


es For this purpose, and for al! of 
its other projects, MRCA uses 
resident interviewers, who are 
paid by the day. Resident inter- 
viewers were one of the contri- 
butions made by Pauline Arnold 
in 1934, when Arnold Research 
Service and Percival White, Inc., 
were merged, and Miss Arnold be- 
came Mrs. White. Resident in- 
terviewers are felt to have advan- 
tages in being acquainted with the 
locale, and in speed; they can 
complete tasks more rapidly, and 
more can be used. Their cost is 
less, although the problems of se- 
lection and training are greater. 

The interviewers who work 
with Chronolog’s sample get 
strict instructions. Since the lo- 
cations and blocks within them 
are drawn from a plan similar to 
the one devised by the Bureau of 
Census, interviewers may not sub- 
stitute families. They are expected 
to call back until an irrevocable 
refusal is received. One-third of 
the original calls necessitate call- 
backs. 

In rural areas, interviewers 
make calls along given roads 
designated by MRCA. Here again, 
no selection may be made by the 
interviewer. 


a White thinks that the Chrono- 
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1g also derives benefit from 


Ss 


,adget appeal. It is ingenious and | 


undoubtedly contributes to the 
| igh rate of response. 

The preoccupation with gadg- 
.try and research is characteristic 
f Percival White, who solved the 
ilemma of being a research man 
or an engineer by being both. A 
third career was writing: White 
vas saved from being a news- 
paperman by a hard-boiled Hearst 
editor who fired him on the 
srounds that White could not 
write the brisk journalese ex- 
pected of reporters. White, who 
had an M. A. in English from 
Harvard at the time, remembers 
with amusement—he subsequently 
wrote nine books (including 
“Market Analysis,” published by 
McGraw-Hill in 1921, which some 
regard as the first standard text 
on the subject) and was a co- 
author of four others. The 13 
books range from marketing to 
how to fly an airplane. 


s Born of Mayflower stock in 
Massachusetts 62 years ago, White 
graduated from Oahu College, 
Hawaii, and did postgraduate 
work there, at Harvard and MIT. 
After being a feature writer for 
the Boston Post and Denver Post, 
White went to England, operated 
the Percival White Engineering 
Works in Highbury, building 
motor cars. By 1915 he had set 
up a similar plant in East Milton, 
Mass., during the first war he was 
automobile expert for the Ord- 
nance Department at Rock Island 
Arsenal and master mechanic for 
the U. S. Gas Defense Plant in 
Long Island City. 

By 1920 he was in the research 
business with Percival White, 
Inc., and in 1942 organized the 
White Engineering Works, Stam- 
ford, Conn. (an MRCA subsidi- 
ary). 

The plant in Stamford works on 
product design and development, 
but also turns out a wide range 
of metal products. 


s Spare, wiry and articulate, Per- 
cival White is prone to qualify 
his sales claims for Chronolog 
with a researcher’s characteristic 
caution. “It enables us to do things 
which haven’t been done before, 
and we’re going about it,” he 
told AA. “But I can see all kinds 
of needs for improving the thing.” 

He is cautious about claiming 
infallibility or super-accuracy for 
the Chronolog, merely noting that 
“where research can be checked 
against known statistics we check 
very, very well.” 

Life’s market research depart- 
ment was more explicit. “Tire 
shipments reported by the Rub- 
ber Manufacturers’ Association 
were 25,795,000. Chronolog pro- 
jections for the same period were 
25,600,000. Brand projections on 
a single tire brand purchase were 
reported by that manufacturer to 
so nearly accurate that he has 
ecommended purchase of the 
Chronolog data on that count 
lone.” 

The company is slightly averse 
'o being regarded as a family op- 
tration (“we’ve grown beyond 
‘nat”). Despite its 40 employes, 
‘ne officers of the company are 
!elated to each other, and the or- 
‘anization is usually referred to 
1 market research circles as “the 
‘Vhites.” 


Mrs. White, the former Pauline 
wnold, entered the market re- 
2arch field in 1926. In 1928 she 
10oved the offices of Arnold Re- 
earch Service from St. Louis to 
New York. In addition to the 
esident interviewer plan, her 
ompany also pioneered in devel- 
ping coincidental radio surveys. 
she is credited with much devel- 
/pmental work on consumer prod- 
icts, is a staunch advocate of 
‘areful planning before surveys 
are undertaken, and has been in- 
erested in techniques and meth- 
ods of questioning calculated to 


produce more reliable and ap- 
plicable data. She is treasurer of 
MRCA, and president of White 
Engineering Works. 

Matilda White, secretary of 
MRCA, is the only one of White’s 
four daughters by a previous mar- 
riage who went into research. In 
private life she is Mrs. John W. 
Riley Jr., wife of a sociologist on 
the faculty of Rutgers University, 
and mother of two children. Miss 
White graduated from Radcliffe in 
1931 at 19, worked for a year as 
the Boston representative of Per- 
cival White, Inc., specializing in 
department store research and 
styling. In 1933 she was a research 


assistant in Harvard’s sociology 
department, analyzing family 
budget studies. 

Since 1937 she has been a 


principal executive of MRCA, and 
during the war was also chief con- 
sultant to the Office of Civilian 
Requirements, WPB and to the 


Survey Division of OWI. 


as The Chronolog permits meas- 
urement of market size and prod- 
uct usage by family members, 
current consumption and past 
purchasing. 

Percival White believes that it 
has important implications for the 
industrial field as well. “For ex- 
ample,” he said, “suppose Com- 
pany X makes insulation for re- 
frigerators, and sells to 90% of 
refrigerator manufacturers. Ob- 
viously, Company X needs to 
know how to plan its production 
schedules. We can tell this com- 
pany the extent of purchase of re- 
frigerators with indications of fu- 
ture trends.” 

For Life’s report (which MRCA 
regards as a by-product, with 
product research coming first), 
Chronolog showed Life’s family 
penetration—28% of U.S. families 
were defined as exposed to Life; 


then reported what these families 
consumed, and their proportion of 
national consumption. Thus 46% 
of all phonograph records bought | 
in the U.S. in a single month were | 
bought by Life families; as were 
39% of all mechanical refrigera- 
tors bought within six months; 
and 36% of women’s stockings 
bought within a_ single week. 
This flexibility of time—ranging 
from months to days (30% of all 
coffee opened in a single day in 
the U.S. was opened by Life fami- 
lies) is one of Chronolog’s great 
advantages. 


The lag between the time the 
Chronolog data was taken and 
Life’s publication of the data is 
far from typical; sponsors of the 
service get their reports in a mat- 
ter of weeks. 

Chronolog has some _limita- 
tions, and White readily admits 
them: It is generally more ac- 
curate in matters which are of 
major importance to respondents; 
it does not yield a high degree of 
accuracy in measuring volume 
where there is little turnover or 
few purchases—only guidance; 
and the number of breakdowns as 
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*October-November Hooper Ratings. 


This business of leading the pack is getting to be a habit at WFBR. 


And we’re leading not only on the Hoopers, either. We’re way out in front in 


audience interest—audience Joyal/ty, too! 


Witness: recently one of our M.C.’s mentioned that he had some studio tickets 
available. He mentioned it just once—and Uncle Sam’s harassed mailmen 


brought requests for 113,952 tickets. 


Add it up: all our firsts—audience loyalty—constant newspaper and car card 
advertising—a house organ, modern, handsome studios—and 100,000 people 
that see a broadcast in those studios every year—and your total has to be: 


ABC BASIC NETWORK ® 5000 WATTS IN BALTIMORE, MD. 
REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY 
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' far as specific sales regions or 


cities go is limited. MRCA can 
give a sponsor a breakdown by 
geographic regions or by city- 
size, but not for a specific city or 
for a specific sales region. 

If an advertiser requires this, it 
probably means building a sample 
for him (e.g., a city sample might 
be increased from 27 to 500 in- 
terviews). 

Nevertheless, Percival White— 
with 30 years of market research 
behind him—regards the Chrono- 
log with pleasure and says, “We’re 
on'v at the beginning.” 


| Lane Bryant Names Roth 


Helen B. Roth has been named 
advertising manager of the new 


Lane Bryant store to be opened in 
Pittsburgh at the end of this 
month. She was formerly in the 
advertising departments of Na- 
tional Bellas Hess Corp. and Sachs 
Quality Furniture Co. in New 
York and Spear & Co., Pittsburgh. 


Bartram Mills to Fellman 

L. F. Fellman & Associates, 
Philadelphia, has been named to 
represent Bartram Mills, Inc., 
Philadelphia, manufacturer of all- 
worsted gabardines for men’s and 
women’s apparel. 


Gets Central Paint Account 


Michel-Cather, New York, has 
been retained to handle the adver- 
tising of Central Paint & Varnish 
Works, Inc. 
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TWINS GET ONCEOVER—Joseph P. Spang Jr. (right), president of Gillette Safety 

Razor Co., includes a look at pictures of Toni twins for 1949 in a discussion of plans 

with the heads of Toni Co., Gillette’s Chicago subsidiary. Left to right are R. N. W. 
Harris, president, and Irving B. Harris, vice-president of Toni. 


Eaton Promotes Edwards Drops Clinton Account 


Frank Edwards, sales engineer,| L. J. DuMahaut Advertising 
has been appointed sales manager | Agency, Detroit, has resigned the 
of the heater division of Eaton/|account of Clinton Machine Co., 
Mfg. Co., Cleveland. effective Jan. 31. 


She does more... 


The homemaker on the prosperous farm carries 
a far heavier work schedule than the urban woman 
... She’s a partner in a dawn to dark business... 
has chickens to feed, eggs to gather, cream to separate 
twice a day...a garden to tend... larger washes 
with heavy work clothes, more ironing . . . sometimes 
lends a hand milking, or feeding, and nursing stock 
... She may keep the books. Shopping and PTA, 
club or church meetings usually involve a long drive. 


And always three full meals a day, for family 
and workers... with cooking, baking, cleaning. So 
why shouldn’t she welcome packaged, prepared 
foods that save time and work? 

She’s partial to large sizes in... cereals, spaghetti, 
cooking oils and condiments... baked beans, baking 
powder, baby foods, canned vegetables and soups. . . 
fruit juices, gelatins, mixes for cake, pudding, ice 
cream ... coffee, tea, cocoa, chocolate, sugar, syrup 
... dried and frozen fish, tinned and cooked meats, 
salad dressings and sandwich spreads, peanut butter, 
crackers and cookies... She likes quality brands— 


and can afford the best! 


There is no better market for groceries anywhere 
than the farm families in the 15 Heart states... 
under-advertised, skipped and slighted by general 
media, and covered comprehensively only by 
SuccessFUL FARMING—practical service manual for 
forty years to the country’s best farm families... 
read, believed and followed because it has worked 
to improve both farming and farm living! 

SuccessFUL FARMiNG’s selective circulation of 
1,200,000-plus subscribers includes the country’s 
best farmers, with the best soil, best brains, best 
equipment, highest yields, largest cash incomes—SF 
subscribers’ average gross income in °47 was $9,890 
(without government payments), $4,000 above US 
farm average... following the seven best years 
ever experienced by US farmers! 


No national advertising is national without 
this market and medium, misses the major profit 
and potential of the national market! .. . Get the 
facts from the nearest SuccessFUL Farminc office 
... Des Moines, New York, Chicago, Detroit, 
Cleveland, Atlanta, San Francisco, Los Angeles. 
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Agencies Must Plug 
Media Departments 
Says Nash Executive 


New YorK—Media executi\ °s 
should “start a crusade to ma e 
theirs the best department and t ie 
most recognized department in t ie 
entire advertising agency,” N. * 
(Shad) Lawler, advertising a 
promotion director of the Na 
Motors division of Nash-Kelvi)- 
ator, told the Media Men’s A;- 
sociation of New York recently 

John J. Flanagan of McCan»- 
Erickson was installed president >f 
the association, succeeding Gene 
Cogan of Geyer, Newell & Ganger, 
who became chairman of tie 
board. 

“National advertisers pick their 
own media only because you have 
failed to sell them your qualifi- 
cations,” Mr. Lawler emphasized. 
“The advertiser should maintain 
the prestige of his agency’s media 
department.” 

He suggested, however, that me- 
dia men “need more sales and cre- 
ative thinking.” 

Too often today the media de- 
partment is merely the performer 
of “miscellaneous jobs for that 
cockroach, the client,” Mr. Lawler 
said. Media executives are asked to 
do such errands for the advertiser 
as buy his small son a bike. 


@ The advertiser should regard the 
members of the agency’s media 
department as “on our payroll,” 
Mr. Lawler showed. In fact, the 
advertiser-agency relationship 
should be based on mutual respect 
and cooperation. “The agency 
should know changes of policies 
right off the bat. Agency execu- 
tives should have contact with all 
the client’s top brass, including en- 
gineering and research executives.” 

Right now, he added, executives 
of Geyer, Newell & Ganger are 
working with Nash executives on 
plans for introduction of this year's 
new cars. 

Mr. Lawler described what hap- 
pened when he set himself up 
temporarily, just before Christmas, 
as a “media expert.” He sent out 
a greeting card in the form of a 
proof of a large ad, to a lot of 
newspapers. Thus far he has re- 
ceived tear-sheets from several 
papers which ran it as an ad—and 
bills totaling $180! 


Goodrich Shifts Two 


E. F. Tomlinson, general mana- 
ger of industrial products sales, 
has been named general manager 
of the newly created industria! 
and general products division of 
B. F. Goodrich Co., Akron. The 
new division consolidates the 
plastics products sales and pro- 
duction departments and industri«! 
products sales division. Clyde ©. 
Delong, merchandise manager ©! 
industrial products sales, has bee: 
appointed manager of plastic; 
products sales department, whic 
will be located in the company 
plastic plant near Marietta, O. 


Names Gray & Rogers 


Gray & Rogers, Philadelphia, h: 
been retained to handle the adve: 
tising of automotive products f 
the international division « 
Thomas A. Edison, New York. T! 
international division handles a 
export business of Thomas A. Ed: 
son, Inc., West Orange, N. J., man 
ufacturer of spark plugs, batteri« 
and magnetos. 


‘Daily News’ Names Soots 


Norman Soots has been name 
head of the local advertising dé 
partment of the Daily News, Long 
view, Wash. He succeeds Fre 
Heldt, now with the Chronicl 
The Dalles, Ore. 


Owens Joins Lit Brothers 


Mrs. Betty Owens, formerly 0 
the editorial staff of Sharpe 
Dohme’s house organ, has joine 
Lit Brothers, Philadelphia, wher« 
she will handle trade publication 


publicity. 
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Steel for Prefab Homes in 
Doubt, but Lustron’s Ready 

WASHINGTON—Commerce Sec- 
retary Charles Sawyer is keeping 
qa weather eye on the operations 
of Lustron and a handful of other 
firms which planned to build “low 
cost” housing from prefabricated 
steel units. 

On Mr. Sawyer’s insistence, 
59.000 tons of sheet steel have 
been reserved for these firms un- 
der voluntary allocations programs 
which operate through Feb. 28. 

Mr. Sawyer is now trying to 
find out whether enough “low 
cost” housing results to justify fur- 
ther allocations of steel for the 


™ an 


By STANLEY E. COHEN, Washington Editor 


Fred Belen, the two staff mem- 
bers who mastered postal eco- 
nomics last session. But 11 of the 
15 Democrats who must recom- 
mend the bill are congressional 
freshmen, completely oblivious to 
the pros and cons on the rate argu- 
ments. 


Directors of the National As- 
sociation of Real Estate Boards 
have shied away from the Swedish 
system of housing co-ops which 
Herb Nelson, NAREB executive di- 
rector, has promoted as an in- 


ip ie 


dustry answer to public housing. | supposed to save $3.5 billion. They 
Build-up for a NAREB-sponsored | say the government has more than 
co-op movement had been under) 10,000 employes who spend better 
way for several weeks when di-|than $43,000,000 to collect and 


rectors assembled at the Statler 
here, and postponed the idea as 
“socialistic.” 


aes 
Former President Herbert 
Hoover will be slugging side 


by side with President Truman 
against congressmen who balk at 
plans to increase Presidential 
power to shift and consolidate 
government bureaus. Surveys 
which Mr. Hoover’s commission 
on government efficiency will be 
sending Congress during the next 
60 days point up atrocious and 
costly overlapping as a result of 
an increase during 15 years from 
700,000 to 2,200,000 government 
employes and a $4 billion to $42 
billion annual budget. Hoover 
studies, still “confidential,” are 


issue statistics alone. 
see 


First government figures on De- 
cember sales confirm earlier pre- 
dictions that independent retail- 
ers’ December business would 
equal December, 1947. Census Bu- 
reau’s preliminary report for the 
month shows dollar department 
store figures up 4% over 1947, 
food stores up 5%, dry goods and 
general merchandise up 4%, fur- 
niture off 4%, jewelry off 6%, 
apparel off 2%. 


Handler Appoints Waters 


Maurice Handler of California, 
Inc., maker of swim suits, has ap- 
pointed Norman D. Waters & As- 
sociates, New York, to handle its 
advertising. 
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Otto Forms New Branch * 

Cesar Cattedra, former director 
|of research and media of McCann- 
|Erickson Corp., Buenos Aires, has 
been appointed manager of the 
new branch of Robert Otto & As- 
sociates, New York, located in 
Buenos Aires, under the name of 
Robert Otto y Cia., S. R. L. 


NEW Subscription Order Form... 


Please enter immediately my subscription to 


Advertising Age for 


[] One Year at $3.00 
([] Payment enclosed 


(] Two Years at $5.00 [] Three Years at $6.00 
(] Bill me later [7 Bill my firm 


Name Title. 
Firm 

Street 

City Zone. State. 
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give Quatiuey 
reminds Congress that Supreme 
Court Justice Robert Jackson’s 
dissent from the Morton Salt case 
charges that “no quantity discount 
is valid if the commission says it 
is not.” 


ULSLUUILLED. 4vaagovii 


A Senate hearing opening Mon- 
day (Jan. 24) will probably give 
FTC some new “instructions” 
clarifying the legality of freight 
absorption and national delivered 
prices. On the other hand, the 
commission is likely to salvage 
some new powers from the new 
Congress. FTC’s gain would be in 
the form of a Clayton Act am- 
endment tightening restriction 
corporate mergers—an action 
the commission has asked for 
nearly 20 years. 

aes 

Fishing was more of a “big 
league” national sport than ever in 
1948, the Interior Department’s 
Fish and Wildlife Service says. In 
ail, 14,582,739 fishing licenses were 
sold, nearly 2,000,000 over the pre- 
ceding year. On the other hand, 
hinting licenses were down from 
12 000,000 to 11,400,000. California 
issued the most fishing licenses: 
1,°74,000—an increase of 525,000 
in a year. Other big fishing states 
were Michigan (1,108,000); Ohio 
('31,000); Wisconsin (843,000); 
li inois (681,000); followed by 
Now York, Pennsylvania, Indiana 
ad Missouri. Pennsylvania, Mich- 

n, New York, Ohio, California, 
| inois, Indiana, Washington, Wis- 

isin and Colorado were big 

nting states. 
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The time-table on the admini- 
‘ation’s $250,000,000 postage 
ke is anyone’s guess, but one 
‘iing is sure: unless it is rubber 
amped by a completely bewil- 
‘red House post office committee, 
can never clear Congress in 
‘me to become effective July 1. 
‘he House post office committee 
retaining George Moore and 
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ONE OF THE MOST listened—to programs on the air, 
Rexall's Phil Harris—Alice Faye show (Sundays, 
NBC) is a family show—by a family, about a family 
and for a family. It is so true to life that many 
people are under the impression it is broadcast 
from the Harris home. The good—natured fun is 
helping win family trade for neighborhood and 
small-town druggists carrying Rexall products. 


Se. , 
BRIDES BUY 


"THE HAPPIEST BRIDES have Community!" This 
basic theme—interpreted in paintings by Jon 
Whitcomb, the bride-age girl's favorite artist— 
is rivaling the all-time popularity of Com- 
munity's war-years theme, "Back Home for Keeps." 
Consistently well read, the "Gallery of Brides" 
campaign is helping to keep Community Silverplate 
the most-wanted orand at the jewelry counter, 


* BOSTON * BUFFALO * 


* SAN FRANCISCO * 


NEW YORK 
MINNEAPOLIS 


HOLLYWOOD 


BATTEN, BARTON, DURSTINE & OSBORN, Inc. 
Advertising 


* PITTSBURGH 
DETROIT 


CLEVELAND 
* LOS ANGELES * 


CHICAGO * 


HUNDREDS OF PEOPLE have felt 


the urge to write to 


Ethyl complimenting its current magazine cam— 


paign. There's no offer, noc 


oupon—but the ads 


themselves seem to fascinate readers. Many of the 


letters liken the quality of 
quality of "Ethyl" gasoline. 


the ads to the 
And though the 


commercial doesn't scream, it is nearly three 
times better read than the average commercial. 


WHEN LIBERTY MUTUAL wanted to test effectiveness 


of an auto safety campaign, B 
a survey of local motorists. 


to find that no one considers himself a bad driver. 
People pay scant attention to "Save a Life" ads, 
because they think them addressed to the other 


guy. So BBDO dug into police 


showing Angelenos their specific driving faults, 


BDO Los Angeles made 
They were surprised 


reports—is now 
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far as specific sales regions or 
cities go is limited. MRCA can 
give a sponsor a breakdown by 
+ geographic regions or by city- 
size, but not for a specific city or 
for a specific sales region. 

If an advertiser requires this, it 
‘probably means building a sample 
for him (e.g., a city sample might 
be increased from 27 to 500 in- 
terviews). 

Nevertheless, Percival White— 
with 30 years of market research 
behind him—regards the Chrono- 
log with pleasure and says, “We’re 
on'v at the beginning.” 


Lane Bryant Names Roth 


Helen B. Roth has been named 
advertising manager of the new 


Lane Bryant store to be opened in 
Pittsburgh at the end of this 
month. She was formerly in the 
advertising departments of Na- 
tional Bellas Hess Corp. and Sachs 
Quality Furniture Co. in New 
York and Spear & Co., Pittsburgh. 


Bartram Mills to Fellman 

L. F. Fellman & Associates, 
Philadelphia, has been named to 
represent Bartram Mills, Inc., 
Philadelphia, manufacturer of all- 
worsted gabardines for men’s and 
women’s apparel. 


Gets Central Paint Account 


Michel-Cather, New York, has 
been retained to handle the adver- 
tising of Central Paint & Varnish 


Works, Inc. 


GENUINE 


PHOTOS 


(1000 and over 


TWINS GET ONCEOVER—Joseph P. Spang Jr. (right), president of Gillette Safety 

Razor Co., includes a look at pictures of Toni twins for 1949 in a discussion of plans 

with the heads of Toni Co., Gillette’s Chicago subsidiary. Left to right are R. N. W. 
Harris, president, and Irving B. Harris, vice-president of Toni. 


Eaton Promotes Edwards Drops Clinton Account 


Frank Edwards, sales engineer,| L. J. DuMahaut Advertising 
has been appointed sales manager | Agency, Detroit, has resigned the 
of the heater division of Eaton|account of Clinton Machine Co., 
Mfg. Cd., Clevela1 


She does more... 


The homemaker on the prosperous farm carries 
a far heavier work schedule than the urban woman 
... She’s a partner in a dawn to dark business. . . 
has chickens to feed, eggs to gather, cream to separate , 
twice a day ...a garden to tend... larger washes 
with heavy work clothes, more ironing . . . sometimes 
lends a hand milking, or feeding, and nursing stock 
... She may keep the books. Shopping and PTA, 
club or church meetings usually involve a long drive. 


And always three full meals a day, for family 
and workers... with cooking, baking, cleaning. So 
why shouldn’t she welcome packaged, prepared 
foods that save time and work? 

She’s partial to large sizes in...cereals, spaghetti, 
cooking oils and condiments... baked beans, baking 
powder, baby foods, canned vegetables and soups... 
fruit juices, gelatins, mixes for cake, pudding, ice 
cream ... coffee, tea, cocoa, chocolate, sugar, syrup 


... dried and frozen fish, 


salad dressings and sandwich spreads, peanut butter, 
crackers and cookies... She likes quality brands— 


and can afford the best! 


There is no better market for groceries anywhere 


than the farm families in 


under-advertised, skipped and slighted by general 
media, and covered comprehensively only by 
SuccessFUL FARMING—practical service manual for 
forty years to the country’s best farm families... 
read, believed and followed because it has worked 
to improve both farming and farm living! 

SuccessFuUL FARMING’s selective circulation of 
1,200,000-plus subscribers includes the country’s 
best farmers, with the best soil, best brains, best 
equipment, highest yields, largest cash incomes—SF 
subscribers’ average gross income in ’47 was $9,890 
(without government payments), $4,000 above US 
farm average... following the seven best years 
ever experienced by US farmers! 


No national advertising is national without 
this market and medium, 
and potential of the national market! ... Get the 
facts from the nearest SuccessFUL FARMING office 
... Des Moines, New York, Chicago, Detroit, 
Cleveland, Atlanta, San Francisco, Los Angeles. 


tinned and cooked meats, 


the 15 Heart states... 


misses the major profit 


SUCCESSFUL 
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Agencies Must Plug 
Media Departments 
Says Nash Executive 


New YorK—Media executi, °s 
should “start a crusade to ma e 
theirs the best department and : « 
most recognized department in t \e 
entire advertising agency,” N. * 
(Shad) Lawler, advertising aq 
promotion director of the Na h 
Motors division of Nash-Kelvyi,- 
ator, told the Media Men’s A;- 
sociation of New York recently 

John J. Flanagan of McCan- 
Erickson was installed president »>f 
the association, succeeding Gene 
Cogan of Geyer, Newell & Ganger, 
who became chairman of the 
board. 

“National advertisers pick their 
own media only because you have 
failed to sell them your qualifi- 
cations,” Mr. Lawler emphasize. 
“The advertiser should maintain 
the prestige of his agency’s media 


Aanavtmant 
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Permit No. 95 
(Sec, 510 P. L. & R.) 
CHICAGO, ILL. 


BUSINESS REPLY CARD 


No Postage Stamp Necessary if Mailed in the United States 


yp 
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working with Nash executives on 
plans for introduction of this year’s 
new cars. 

Mr. Lawler described what hap- 
pened when he set himself up 
temporarily, just before Christmas, 
as a “media expert.” He sent out 
a greeting card in the form of a 
proof of a large ad, to a lot of 
newspapers. Thus far he has re- 
ceived tear-sheets from _ several 
papers which ran it as an ad—and 
bills totaling $180! 


Goodrich Shifts Two 


E. F. Tomlinson, general mana- 
ger of industrial products sales, 
has been named general manager 
of the newly created industria! 
and general products division of 
B. F. Goodrich Co., Akron. The 
new division consolidates the 
plastics products sales and pro- 
duction departments and industri:! 
products sales division. Clyde ©. 
Delong, merchandise manager ©! 
industrial products sales, has bee. 
appointed manager of plastic 
products sales department, whic 
will be located in the company 
plastic plant near Marietta, O. 


Names Gray & Rogers 


Gray & Rogers, Philadelphia, h: 
been retained to handle the adver! 
tising of automotive products fc 
the international division « 
Thomas A. Edison, New York. T! 
international division handles a 
export business of Thomas A. Ed: 
son, Inc., West Orange, N. J., man 
ufacturer of spark plugs, batteri« 
and magnetos. 


‘Daily News’ Names Soots 


Norman Soots has been name 
head of the local advertising de 
partment of the Daily News, Long 
view, Wash. He succeeds Fre 
Heldt, now with the Chronicl: 
The Dalles, Ore. 


Owens Joins Lit Brothers 


Mrs. Betty Owens, formerly o 
the editorial staff of Sharpe 
Dohme’s house organ, has joine 
Lit Brothers, Philadelphia, wher« 
she will handle trade publication 
publicity. 


59,000 
been 1 
der vc 
which 
Mr. 
find 
cost”’ } 
ther % 
period 
Thre 
volvec 
and a 
Sawye 
merce 
on-the 
—whii 
the m 
the po 
quanti 


FTC 
sioner, 
a fres 
agenc) 
tentior 
tions ¢ 
who h 
under 
point 
logic | 
quanti 
by M 
purpo: 
give | 
remins 
Court 
dissen 
charge 
is vali 
is not. 


clarify 
absor} 
prices 
comm 


endme 
on co 
the ¢ 
nearly 


: bas eg 5 eo” - abet eS ae : = a , ae = Hogs eh: lia Sei Serie suet Suge Aes tag pads : rae (aes Ase es Ft, Rie. eg tes a we . : REST ae ee SN 4 ahs oie Sale Tae « ee Uy et 
ie os ee eee ee ER | a i ca ee ee ea ee ae ane 2 ae 
- : 
—. a es Fs. .; 
i | ei J RT EE Oe ae | = 
: ‘ | id a . “ = s - a - j 
si ; » ie - 7 : 2 4 fi z ” ’ : 
. | A: oe ee Tied i a nS ae ges s 
g fy 23) Ra I AF EPOR PE al 
he ie er ee od nae Sen - - sas sm me ee Stee 
| Ain: P ~ yt ae eee a By a Doub’ 
_ < iL Peo aioe i ee a =. pee : 
id NE oi Pay * ae a Oe a retary 
c BA hleset sf Teh, ee <a = - Se a wed 
| ‘ms é x ea > * ~— a —. i : — a if of Lus 
—_—_—_—_ ee Y Ek firms 
Si mar ae aed 
—= eee : 
_ Be Reproduction in Quantity __ 
ee ae oe a 
| a 
a : - 
’ | A eR NA eT ne nae 
_* 
: : ee 
| | 
: ee ae meats 
; titre 
: enna ey 
ae i ) Y 4 Seamaieenned 
F ' ’ i cettateianenl 
4 i emeelind 
. AvULY — 
: oe wes $ caine 
: 5 
; 4 2 3 4 " : mere corse 
4 ; ] a 
: NK ti) () seeesa me 
EUR, ed 
Ly j , , masenenae 
’ 2 my RS 
' _ \ = Soe 
: Yaw oil _ 
* , bs ' y) . : 
| Y, aS, a aj i ; L Yy - 7 — 
~»_ Se. 44\ F YY Vp i 
| ip ¥/ Y Me 
Y; if \! Y 4 
® = \. A YU 
\ } ¢ tee oe 
' " \ \ \ \ - fae 4 One A S 
\\. \ Y sie e day ( 
; A\ M7; —, G, ee, FTC 
, . ] ( 3 
; lL SCS = 4) } oY y Yi 
If YY PS a TE 
te oe ‘lll * s e e 4 7, cel 
J Y ongr 
bat ee 4444, Z the fi 
SS y 7 YY Y 
aes |) 
,* ” ——_ ’ Y s, = 
. “ a Y y a, SR 
7 F A LLL Fish 
e ee BRS Za “tg 
a baad y \ ' -- 1948, 
v, ‘gir. Z / 4 ; ee Fish ¢ 
~_ (@ Bi i sold, 1 
. ceding 
= J | ee bent 
. fas ’ = 12 000 
-£ O \ © a iss ued 
: " / \ a 1,274, 
/ | — LA | a 
\ were 
| Le Z (O31, 
4 Il ino 
, * New 
gees and J 
—~ ian, 
; >= : § : f ~~ Pe I} ino 
‘ie aes consia 
P ~~ yes ; nh inti 
ie ; \ pera The 
— ‘ ey S rati 
h ke 
ee a 
sam} 
¥ . ‘red 
‘het ee FARMING ime 
me 
' The 
; iS Fe 
Me Sen ey Erne oe Bees ; : Rei ee Crete act aegis Pee SS ee rae Soe eer ea aL TR Cte eg ta ae we Be RO Supe eet Seat Tee a oe aga) Ooh teas Soon Ss ih ape Le . bis a si uneths a ae 


4, 1649 


anger, 
f the 


; their 
1 have 
ualifi- 
asized. 
intain 
media 


UVTI TTT en 


‘ 
n 
°o 
= | 


rear’s 


Advertising Age, January 24, 1949 


ott 


Steel for Prefab Homes in 
Doubt, but Lustron’s Ready 

WASHINGTON—Commerce Sec- 
retary Charles Sawyer is keeping 
qa weather eye on the operations 
of Lustron and a handful of other 
firms which planned to build “low 
cost’ housing from prefabricated 
steel units. 

On Mr. Sawyer’s insistence, 
59,000 tons of sheet steel have 
been reserved for these firms un- 
der voluntary allocations programs 
which operate through Feb. 28. 

Mr. Sawyer is now trying to 
find out whether enough “low 
cost’ housing results to justify fur- 
ther allocations of steel for the 
period after Feb. 28. 

Three of the half dozen firms in- 
volved have abandoned operations, 
and are not using the steel Mr. 
Sawyer provided. However, Com- 
merce investigators back from an 
on-the-site inspection say Lustron 
—which gets about two thirds of 
the material—is now approaching 
the point where it can produce in 
quantity. 


FTC’s “dissenting” commis- 
sioner, Lowell Mason, is stirring up 
a fresh mess of trouble for his 
agency by calling congressional at- 
tention to recent commission ac- 
tions on quantity discounts. Mason, 
who has fanned congressional fires 
under the commission’s basing 
point cases, now warns that FTC 
logic in an order against carload 
quantity discount schedules used 
by Morton Salt “for all practical 
purposes eliminates the right to 
give quantity discounts.” Mason 
reminds Congress that Supreme 
Court Justice Robert Jackson’s 
dissent from the Morton Salt case 
charges that “no quantity discount 
is valid if the commission says it 
is not.” 


A Senate hearing opening Mon- 
day (Jan. 24) will probably give 
FTC some new “instructions” 
clarifying the legality of freight 
absorption and national delivered 
prices. On the other hand, the 
commission is likely to salvage 
some new powers from the new 
Congress. FTC’s gain would be in 
the form of a Clayton Act am- 
endment tightening restriction 
corporate mergers—an action 
commission has asked for 
arly 20 years. 

san 
Fishing was more of a “big 
league” national sport than ever in 
1948, the Interior Department’s 
Fish and Wildlife Service says. In 
all, 14,582,739 fishing licenses were 
sold, nearly 2,000,000 over the pre- 
ceding year. On the other hand, 
hunting licenses were down from 
12,000,000 to 11,400,000. California 
issued the most fishing licenses: 
1,°74,000—an increase of 525,000 
in a year. Other big fishing states 
Were Michigan (1,108,000); Ohio 
($31,000); Wisconsin (843,000); 
llinois (681,000); followed by 
New York, Pennsylvania, Indiana 
aid Missouri. Pennsylvania, Mich- 
igan, New York, Ohio, California, 
ll inois, Indiana, Washington, Wis- 
ccnsin and Colorado were big 
hinting states. 
geen 


The time-table on the admini- 
Svation’s $250,000,000 postage 
i ke is anyone’s guess, but one 
tung is sure: unless it is rubber 
Samped by a completely bewil- 

‘red House post office committee, 

can never clear Congress in 
tme to become effective July 1. 
The House post office committee 
i retaining George Moore and 


By STANLEY E. COHEN, Washington Editor 


Fred Belen, the two staff mem- 
bers who mastered postal eco- 
nomics last session. But 11 of the 
15 Democrats who must recom- 
mend the bill are congressional 
freshmen, completely oblivious to 
the pros and cons on the rate argu- 
ments. 


Directors of the National As- 
sociation of Real Estate Boards 
have shied away from the Swedish 
system of housing co-ops which 
Herb Nelson, NAREB executive di- 
rector, has promoted as an in- 


dustry answer to public housing. |supposed to save $3.5 billion. They 
Build-up for a NAREB-sponsored | Say the government has more than 


co-op movement had been under | 


way for several weeks when di-|than $43,000,000 to collect and 
issue statistics alone. 


rectors assembled at the Statler 
here, and postponed the idea as 
“socialistic.” 


gee 
Former President Herbert 
Hoover will be slugging side 


by side with President Truman 
against congressmen who balk at 


power to shift and consolidate | 


on government efficiency will be 
sending Congress during the next 
60 days point up atrocious and 
costly overlapping as a result of 
an increase during 15 years from 
700,000 to 2,200,000 government 
employes and a $4 billion to $42 
billion annual budget. Hoover 
studies, still “confidential,” are 


cember sales confirm earlier pre- 
dictions that 
ers’ December business would 
equal December, 1947. Census Bu- 
. , _ a | reau’s preliminary report for the 
plans to increase Presidential|month shows dollar department 
store figures up 4% 
government bureaus. Surveys| food stores up 5%, dry goods and 
which Mr. Hoover’s commission | general merchandise up 4%, fur- 
niture off 4%, jewelry off 6%, 
apparel off 2%. 


Handler Appoints Waters 


Inc., maker of swim suits, has ap- 
pointed Norman D. Waters & As- 
sociates, New York, to handle its 
advertising. 


10,000 employes who spend better | 


| 
| 


see 
First government figures on De- 


independent retail- 


over 1947, 


Maurice Handler of California, 


41 


Otto Forms New Branch * 

Cesar Cattedra, former director 
of research and media of McCann- 
Erickson Corp., Buenos Aires, has 
been appointed manager of the 
new branch of Robert Otto & As- 
sociates, New York, located in 
Buenos Aires, under the name of 
Robert Otto y Cia., S. R. L. 


FAMILY FUN 


ONE OF THE MOST listened—to programs on the air, 
Rexall's Phil Harris-—Alice Faye show (Sundays, 
NBC) is a family show—by a family, about a family 
and for a family. It is so true to life that many 
people are under the impression it is broadcast 
from the Harris home. The good—natured fun is 
helping win family trade for neighborhood and 
small-town druggists carrying Rexall products. 


BRIDES BUY 


“THE HAPPIEST BRIDES have Community!" This 
basic theme—interpreted in paintings by Jon 
Whitcomb, the bride-age girl's favorite artist— 
is rivaling the all-time popularity of Com- 
munity's war-—years theme, "Back Home for Keeps." 
Consistently well read, the "Gallery of Brides" 
campaign is helping to keep Community Silverplate 
the most-wanted orand at the jewelry counter, 


* BOSTON * BUFFALO * 
* SAN FRANCISCO * 


NEW YORK 
MINNEAPOLIS 


HOLLYWOOD 


BATTEN, BARTON, DURSTINE & OSBORN, Inc. 
Advertising 


PITTSBURGH 
DETROIT 


CLEVELAND * 
* LOS ANGELES * 


CHICAGO * 


HUNDREDS OF PEOPLE have felt the urge to write to 


Ethyl complimenting its curre 


nt magazine cam— 


paign. There's no offer, no coupon—but the ads 
themselves seem to fascinate readers. Many of the 
letters liken the quality of the ads to the 
quality of "Ethyl" gasoline. And though the 
commercial doesn't scream, it is nearly three 
times better read than the average commercial. 


WHEN LIBERTY MUTUAL wanted to test effectiveness 
of an auto safety campaign, BBDO Los Angeles made 
a survey of local motorists. They were surprised 
to find that no one considers himself a bad driver. 


People pay scant attention to 
because they think them addre 


"Save a Life" ads, 
ssed to the other 


guy. So BBDO dug into police reports—is now 


showing Angelenos their speci 


fic driving faults. 
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IN 1948 


Look led all major 
general magazines in 


percent of advertising 
lineage increase 


relief 


% 239 new advertisers 


*% More than 160 pages advertising gained 


* The only major magazine in the weekly ¢ 
field to show advertising lineage increase ae 
* A 44% increase in advertising revenue 
People 
The trend is to — Purpose 
Power 
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dvertising Age, January 24, 1949 


PHOTOGRAPHIC 


LINEUP AT NAEA—A between-sessions gathering at the Newspaper Advertising 
Executives Association convention in Chicago includes, left to right: J. T. Snyder, 
Gary Post-Tribune; C. E. Phillips, Rockford Consolidated Newspapers; Karl T. 
Finn, Cincinnati Times-Star; James W. Egan Jr., Toledo Blade, and C. A. G. Kuipers, 


Burke, Kuipers & Mahoney. 
TWOSOME—Talking it over at the urke, Kuipe y 


meeting of the Newspaper Advertising 

Executives Association are Thomas J. 

Cochrane, advertising manager, and Ben 

L. Moyer, general advertising manager, 
New York News. 


* SYLCON 


Tempret:Relaxor 


Heated 
MATTRESS 


relief for tired body and ‘nerves 


Feel this soothing, relaxing warmth like lying on warm 
heach sand Aching muscles and tred nerves are relaxed 
as you sleep on this’ sensational new SYLCON Heated 
Mattress The Tempret Relaxor heat clement 1s actually 
apart of the matttess. There are no covers to fold or laun- 
der-—no thermostats to burn out or break You sleep on 
the comtlurtable quilted surface while your bady shyorbs 
the beneficial warmch that induces deep repose 
Canserve body energy through complete relaxation. 
You just can't stay awake on a SYLCOWN. See it at 
leading dealers where st 15 featured at $69.50 


BETWEEN SESSIONS—left to right: E. J. Lemcoe and N. E. Basler, St. Louis Star- 
Times, chat with L. F. Biederman, Chicago Daily News, and Robert Pendergast, 
Readex, St. Paul, at the Newspaper Advertising Executives Association convention. 


BUILT IN—The new Sylcon Corp. mattress with the Tempret Relaxor heat element FOR RE-USE—in this picture, Littelfuse, 
akes its bow in this page in the February House Beautiful, to be followed by other Inc., Chicago, suggests some further uses 
ntroductory copy in national magazines and farm publications (AA, Jan. 17). for its new plastic display package, 


auvsen & Salomon, Chicago, handles the account for the affiliated group of which contains 300 fuses in either 
23 bedding manufacturers. the ‘‘By-Car”’ or regular assortment. 


NEWSPAPERS’ ADMEN—Ready for another session at the Newspaper Advertising 

Executives Association meeting are, left to right: Carl J. Nelson, Publication Re- 

search Service, Chicago; Eugene F. Corcoran, Branham Co., Chicago; C. S. Hurley, 
Syracuse Herald-Journal, and Alfred B. Stanford, New York Herald Tribune. 


PLASTIC—Jones Metal Products Co., West 
Lafayette, O., is mapping a spring cam- 


HAWAIIAN HOLIDAY—On the beach at Honolulu are (left to right): Steven Meader, paign for its new Dryfold plastic diaper 
N. W. Ayer & Son; R. E. Johnson, United Air Lines’ director of advertising; Sterling cover. This counter display for retailers 
Peacock, and N. M. Bankart, both of N. W. Ayer. The group was in Honolulu to holds 12 each of large, medium and 
Present United’s Hawaiian advertising program to heads of the tourist industry there. small sizes. 


WISCONSIN GUESTS—H. A. Slamin, George A. McDevitt Co., Chicago, and L. J. 

Abrams, Chicago Sun-Times (left to right), pose with W. E. Payne, Wausau Record- 

Herald, Irving C. Buntman, Wisconsin Newspaper Markets, Milwaukee, and Gabe 

Joseph, also of the Chicago Sun-Times, at the Newspaper Advertising Executives 
Association meeting. 


AUL 3 FAIR—Attending the first broadcast of Borden Co.’s rector of Borden; Newell David, CBS production stoff; Bill 
County Fair’ program in its new nighttime spot on CBS, are, Gernannt, producer; Leonard Erikson, vice-president and radio NAEA-ERS—In the usual order are Stanley Adams, Indianapolis Star; M. C. Rogers, 
left to right: Leonard Carlton, director; Win Elliot, emcee; “Red’’ director, Kenyon & Eckhardt, Borden agency, and George Chat- Kelly-Smith Co., Chicago, representative of the Star, and Russell C. Harris, Buffalo 
Rey olds, CBS sales department; Stuart Peabody, advertising di- _ field, K&E vice-president and Borden account executive. Courier-Express. 
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JANUARY ADVERTISING LINAGE IN FARM PUBLICATIONS 


a Cymengenet 
isplay, isplay, 
el Excluding 
oultry, Poultry, 
Classified and Classified and 
fag Aerts — deg ah fal Atvrting — eis 
Sa 9—_, " enn A | it —— | — 
Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines Lines 
FARM MAGAZINES Hake Parmer baka 27.7 20,968 35.3 24,729 18,882 24,604 
Capper's Farmer 42.9 29,158 40.9 27,778 27,022 26,079 Guide 23.0 18 033 22 4 17 589 14 029 12 857 
Country Gentleman .. 84.6 57,509 70.7 48,086 52,745 44,106 | Kansas Farmer ..... 23.9 17.144 31.6 24.040 13.499 21.291 
Fore Seureal -...... 69.6 29,839 77.2 33,130 26,085 29,771 | Michigan Farmer .... 32.4 24,866 39.0 29.931 21.788 26,655 
rogressive $ . . 
Carolina-Va. Edition 58.8 42,811 59.5 48,804 $8,155 89.191 | Missouri Ruralist..... 171 18298 228 17838 12044 16041 
Ga.-Ala.-Fla. Edition 59.4 43,244 55.2 40,183 38,46 , Montana Farmer . 84.5 25,991 37.0 27,977 18,113 22,222 
a .-W. Va. 57.6 41,983 55.2 40,219 87,788 95,906 Nebraska Farmer .... 45.7 34,503 51.0 38,552 27,169 31,685 
oo ee . , . ’ , , ew ngian 
Miss.-La.-Ar 
SS oink ca: 55.2 40,188 58.6 38,999 34,144 38,973 | ojftomestend ........ oe mae tee an tae whe 
Texas Edition eeecse 59.8 43,537 60.0 43,707 37,412 36,869 Oregon Farmer 4 28.1 21.243 33.6 23.498 19.157 23, 388 
*In all 5 Editions. 49.8 36,243 46.0 33,512 33,017 30,981 | Oregon Grange ' ' : . : 
*Aver. 5 Editions .... 58.2 42,342 56.7 41,282 387,180 36,384 Bulletin .... 11.8 12,286 11.2 12,082 12.236 12,082 
Southern Agriculturist 30.7 21,516 33.4 23,406 18,532 20,889 | Pennsylvania Farmer. 27.0 20.759 27.9 21.415 18.783 19.931 
Successful Farming .. 77.0 34,652 71.4 32,113 32,230 29,950 Utah Farmer cehen'ee 21.7 15,771 22.6 17,125 14,928 16,3657 
ee eo oe amet Ee EM allaces’ Farmer & 
Total Group ...... 595.6 884,387 577.1 370,925 342,514 832,716 Iowa Homestead ... 44.5 35,269 49.0 38,406 31,318 34,954 
Washington Farmer.. 26.6 20,089 33.4 23,323 18,008 23,228 
MONTHLIES Western Farm Life.. 24.7 19.388 29.4 23.078 17.224 20.978 
Agricultural Leaders’ 91.8 5.489 966 5215 6,499 5,215 A ned a Edition.. 8.4 6,552 11.5 8,995 2,039 2,842 
DEE, cctccccosece ° ° . , isconsin 
American Fruit 842 14,566 48.4 18,622 14,366 18,255 Agriculturist ...... 36.4 28,550 42.0 32,930 27,525 32,168 
COTE coccccccese : y . J J t be eet aaa 
American Poultry Total Group ...... 652.6 499,876 733.3 557,020 483,606 496,831 
J al: * es— 
“Eastern Edition ... 64.1 27,486 58.5 25,105 9,972 11,678 ao ee 9 35,476 57.1 43,178 33,476 40,258 
Central Edition ... 50.9 21,825 61.9 22,292 8,567 11,122 | Galifornia Farmer: Y 4 ° ° ’ 
Western Edition .. 45.4 19,471 45.8 19,647 8.294 10,608 Northern Edition... 35.1 26,594 49.4 37,383 23,349 31,565 
“ie ae S Baiitons.... 41.3 lite oe see G8l4 1317 Southern Edition .. 32.8 24,827 44.9 83,930 21,582 28,112 
= ony te tebe ; = ; f — —_— as 4,795 8.6 6,291 4,057 5,060 
e ME toNteaesseoreas ‘ > y ‘ . y 
Methods eeseceee . 7. er "2 34 008 er 11,701 | Prairie Farmer ...... 47.0 $4,230 47.9 34,846 27,234 29,099 
PF BYU «cee veee . ’ ° ’ , , —— —— 
eeder’s Gazette .... 20.3 9,148 21.1 9,497 6,803 6,339 
Le sea aa Sh, 248 16646 22:8 15288 16394 15,022 Total Group ....... 168.4 125,922 207.9 155,623 109,698 134,094 
Carolina Co-operator. 12.7 5,340 11.6 4,882 5,340 4,760 | Weeklies—December 
Cattleman, The ..... 180.0 654,638 132.6 55,692 23,271 23,772 Capper’s Weekly .... 6.1 13,753 5.4 12,182 10,002 8,393 
Cooperative Digest .. 31.0 6,510 28.5 5,985 6,510 5,985 | dWeekly Kansas City 
Electricity on the Farm 12.3 4,296 ei onans mee A UE” dedwanees veces 17.0 41,847 18.9 46,571 28,385 34,296 
d Ranch..... 35.8 25,097 . : . : — — 
a = * 30.0 22,767 80.8 28,013 20.992 21.169 Total Group ....... 23.1 55,600 24.3 58,703 38,387 42,689 
Florida Grower ..... 16.6 11,262 20.8 14,140 10,654 13,460 | Dailies—December 
Kentucky Farmer ... 20.0 15,707 24.4 19,118 13,811 16,962 Chicago Daily Drovers 
Michigan Farm News 2.0 4,620 2.0 4,690 4,480 4,564 ag Journal ee 7.9 38,073 17.8 87,832 26,544 28,620 
ti 1 Live Stock ansas City Daily 
go] ike wets 8.9 6,494 11.9 8,650 6,240 7,952 ourerers reestem: . 21.3 45,263 20.9 44,517 27,190 30,654 
Je Farm and maha Daily Journal- 
oo ae ea ate 48.4 21,808 42.8 19,056 15,715 14,554 ae eemen bing’ 3.6 50,147 26.6 56,613 33,426 41,408 
hio F Bureau t. Louis Daily Live 
—— Taek dey 12.5 6,625 14.8 6,681 5,300 6,306 Stock Reporter 11.0 23,348 24.2 51,525 16,378 43,788 
Pacific Poultryman... 39.8 17,088 38.3 16,414 7,630 6,344 Pech Sa ight 
Poultry Tribune : Total Group ...... 73.8 156,831 89.5 190,487 103,538 144,470 
Eastern Edition 68.5 29,366 67.2 28,850 13,104 14,251 | ———— 
Central Edition 57.2 24,533 55.5 23,813 12,376 13,268 *Not included in totals. tLarger page size January, 1949. 
Western Edition 61.7 22,187 49.2 21,086 11,458 12,431 tLarger page size December, 1948. *Smaller page size December, 
*In all 3 Editions... 46.1 19,791 43.5 18,673 11,032 11,622 1948. Herdsman edition only. This edition also carries all linage 
Rural Gravure ...... 4.4 4,424 2.5 2,464 are ert in beg a Farm Life. “Two issues 1948; three issues 1947. 4Five 
tSouthern Farmer 9.3 10,293 11.2 9,009 ,845 1 issues both years. 
Geuthera Planter .... 30.9 21,605 33.8 23,629 19,424 21,586 
Western Dairy Journal 35.2 14,815 39.2 16,495 11,056 8536 | CANADIAN 
Western Livestoc a*Canadian Country- 
oO" ay eee 118.6 47,726 94.5 39,700 18,538 16,957 SE caleaitess<: .. 84.6 24,187 18.3 12,835 11,767 10,689 
Total Group ..... 1,089.0 515,527 1,086.7 515,998 331,656 352,970 | Country Guide, The... 20.4 21,185 28.2 16,698 21,185 16,698 
Monthlies—December Weekly Star: 
*Idaho Granger ..... Si” er rere 8,400 ..... Eastern Edition 69.4 69,400 70.7 70,716 45,570 48,844 
Nation’s Agriculture . 6.8 3,057 7.8 3,523 3,057 3,523 Western Edition . 59.9 59,920 59.1 59,063 42,626 38,512 
Wyoming Stockman- Farm & Ranch Review 15.9 11,479 12.6 9,050 10,608 8,186 
WEOGNED sctocectece 14.5 12,992 8.8 7.798 10,472 7,210 *Farmer’ = Advocate & 
one ——- Home Magazine ... 33.5 23,484 40.2 28,107 13,562 16,978 
Total Group ....... 21.8 16,049 16.6 11,321 13,529 10,733 Farmer's Magazine .. 21.9 15,311 15.9 11,454 12,146 9,049 
Semi-Monthly—December EOS STUSS Frairse 
aa : ; ; 356 23.5 17,123 21,296 14,479 eee 98.1 110,335 92.4 103,900 45,355 41,048 
panes Reta S05 6 e*Western Producer. 41.5 44,416 40.7 43,531 24,746 21,917 
Parmer ....ccccess 13.9 10,488 16.6 12,542 8,440 10,553 ot See seas etenae seneeate 
praeaites Digest.| 31.0 6510 28.5 5.985 6.510 5.985 Total Group ....... 404.2 379,717 373.1 355.854 227,565 206,436 
tDakota Farmer ..... 37.4 29,303 39.5 30,537 27,864 28,487 ———aee 
Farmer, The ........ 40.0 31,359 44.6 35,002 26,072 28,858 *December linage. *Two issues 1948; one issue 1947. Five is- 
Hoard’s Dairyman 28.9 21,065 32.8 28,874 16,749 19,637 sues both years. ‘Five issues 1948; four issues 1947. 


Crosley Promotes Kirby 


Corley W. Kirby, former domes- 
tic sales manager of the Crosley 
division of Avco Mfg. Corp., has 
been appointed eastern sales man- 


ager of the division, where he will 
supervise activities of the Crosley 
sales offices in New York, Cincin- 
nati and Atlanta. R. K. White has 
been named western sales man- 
ager. 
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WWVA SERVES THE 
HEART OF THE NATION'S 
SOFT COAL FIELDS 


More than half of the nation’s bituminous coal 
is mined in the four-state area of Eastern Ohio, 


ginia. WWVA serves the eight million listeners 
in this profitable area with one station, one cost, 
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C. E. Hooper Ranks 
Televiewers High 
on Sponsor Recall 


New YorK—Television contin- 
ues to make a spectacular showing 
in the sponsor identification cate- 
gory. 

The top five telecasts in this re- 
spect in December (covering calls 
in New York only) are listed by 
C. E. Hooper, Inc., as follows: 


Texaco Star Theater, 96.6 
(NBC); Philco Theater, 92.9 
(NBC); Kraft Theater, 90.1 


(NBC); Arthur Godfrey’s Talent 
Scouts, 87.5 (CBS) for Lipton’s 
tea, and Toast of the Town, 84.2 
(CBS) for Emerson radio. 

Radio’s leaders in sponsor iden- 
tification, based on the November 
nationwide Hooperatings, were: 

Lux Theater, 87.6 (CBS); Dr. I. 


Q., 86.7 (NBC) for Mars; Bob 
Hawk, 77.8 (CBS) for Camels; 
Fibber & Molly McGee, 75.1 


(NBC) for Johnson’s Wax, and 
Arthur Godfrey’s Talent Scouts, 
71.2 (CBS) for Lipton’s. 


Edelbrew Buys ABC-TV Show 


Edelbrew Brewery, Brooklyn, 
will sponsor “Bowling Headliners” 
over ABC’s East Coast television 
network starting Feb. 13 at 10:30 
p.m., EST. Time for the 15-minute 
program is bought through Gordon 
& Mattern. 


Femode to Arnold Cohen 


Femode Foundations, Inc., New 
York, foundation garments, has 
appointed Arnold Cohan Corp., 
New York, to handle its advertis- 
ing. 


1948-1947 ADVERTISING LINAGE IN FARM 
PUBLICATIONS 


Mie ee 


Advertising Age, January 24 94 


Commercial! |) isp), 


Excluding Yultr; 
Classific | ang ’ 
ca Total Advertising Livest ck 
—194 1947 1948 1947 
Pages Lines Pages Lines Lines Lines 
FARM MAGAZINES 
Pe re oo. ok wane 606d 650.0 441,985 584.7 397,629 426,386 180,84 
Country Gentleman ........... 1,215.8 826,768 1,033.0 702,450 800,835 675,01 
Re ere ere 1,181.0 606,607 1,008.3 482,518 453,426 6 5 
Progressive Farmer 

Carolina-Va. Edition ........ 896.4 652,543 751.2 546,908 615,710 06 

Ga.-Ala.-Fla. Edition ...... e 883.3 643,012 744.5 541,989 607,563 103, ] 

Ky.-Tenn.-W. Va. Edition.... 854.0 621,719 730.1 531,526 587,612 494 \9) 

Miss.-La.-Ark. Edition ...... 838.3 610,288 725.3 628,044 672,030 487.7% 

» eae 910.2 662,595 784.5 571,130 616,006 24, 

Im oll 6 Meitions..........00 755.3 649,894 641.5 466,997 528,255 443.4% 

*Aver. 5 Editions ........... 876.4 638,032 747.1 543,920 699,781 08,12 
Southern Agriculturist ........ 468.1 327,704 433.6 303,516 304,331 274,78 
Successful Farming ........... 1,143.7 514,661 1,038.0 467,117 497,755 447,66 

ee ED. vac cwnceconvccuce 9,040.8 5,807,882 7,833.2 5,022,827 5,481,654 4.7005 
MONTHLIES 
Agricultural Leaders’ Digest... 294.3 57,682 250.2 49,040 57,682 49,044 
tAmerican Fruit Grower....... 360.1 153,889 326.8 140,202 149,784 136 69 
American Poultry Journal: 

Eastern Edition ............. 442.7 189,933 486.8 208,842 113,913 llaay 

Central Midition ...........:. 377.9 162,107 407.9 175,013 103,521 03,42 

Western Edition ............ 329.4 141,817 350.1 150,205 95,747 97,10 

. - § & ~~ Be perets 307.7 181,990 328.0 140,793 91,568 92,7 
Arkansas Farmer ............. 127.0 96,074 131.5 99,425 88,174 90,00 
Better Farming Methods 369.1 158,857 353.5 151,634 158,357 = 151, 
i PE hee oe agk ob 6% ).60 02 214.6 90,127 289.9 111,622 90,127 1115 
Breeder's Gazette ............. 261.6 117,707 274.9 123,707 82,453 76,40 
California Citrograph ......... 333.2 223,888 317.6 213,430 220,751 210.4 
Carolina Co-operator .......... 136.3 57,279 131.3 55,167 56,18% 53,9 
Se EN ic cccoeaesrecoes 1,124.8 472,438 1,099.5 461,813 247,297 237,99 
Cooperative Digest ............ 196.0 41,160 205.5 43,120 41,160 43, 
Electricity on the Farm........ 227.0 81,039 212.2 75,748 81,039 75 
OC eae 450.9 315,694 459.9 321,972 263,984 288 
Farmer-Stockman ............. 372.9 283,429 358.8 272,680 267,687 2565 
RP ee 235.1 159,868 219.7 149,377 152,083 143.4 
Kentucky Farmer ............. 244.0 191,178 235.7 184,772 167,927 156,9 
Michigan Farm News ......... 23.1 53,779 26.1 60,783 52,175 59, 
National Live Stock Producer... 108.8 79,284 113.2 82,173 73,838 71 
New Jersey Farm and Garden... 474.2 213,572 469.8 211,417 181,167 = 175,89 
Ohio Farm Bureau News....... 197.7 88,958 167.5 75,396 84,943 714 
tPacific Poultryman ........... 313.3 134,395 173.5 74,431 67,435 34,8) 
Poultry Tribune 

Eastern Edition ............. 542.1 232,571 6595.2 255,820 152,609 159,57 

Central Edition ............. 469.6 201,462 601.1 214,983 143,417 146 

Western Edition ............ 411.8 176,455 426.9 183,128 129,884 130 

*In all 3 Editions ........... 378.6 162,482 394.0 169,008 121,922 1225 
Pe ee 47.5 47,466 39.7 39,718 47,466 39 
bSouthern Farmer ............ 130.1 119,849 103.7 83,074 109,830 76,3 
Southern Planter ............. 359.8 251,476 3881.0 266,667 233,170 246,59 
Western Dairy Journal ........ 522.7 219,872 563.0 237,067 108,523 100,39 
Western Livestock Journal..... 1,224.1 514,026 1,288.3 541,843 177,071 2054 

TE dead dos bbkeacs 10,920.7 5,325,831 10,960.8 5,313,169 3,999,397 3,914.30 
MONTHLIES 
ED vccccabeaca¥esns 92.2 100,054 104.0 112,795 99,467 111,23 
Wyoming Stockman-Farmer 144.5 129,500 106.3 94,284 109,144 85,708 

ck) rere 236.7 229,554 210.3 207,079 208,611 196,94 
SEMI-MONTHLY 
American Agriculturist ....... 358.7 261,196 360.5 262,416 229,874 225,729 
California Grange News ...... 335.5 361,872 268.4 291,200 356,362 285,54 
*Colorado Rancher & Farmer... 301.9 228,307 87.4 66,042 190,309 55,92 
EEE Gh i.e6 ed cceesiese 662.1 511,166 560.6 482,797 486,095 395,46 
EE es 694.5 644,481 663.7 520,851 464,618 434,02 
Hoard’s Dairyman ............. 494.8 360,248 525.5 882,547 301,370 318,47 
a a tec an 496.8 375,576 505.5 880,077 $51,219 317,58 
Indiana Farmer's Guide........ 337.3 264,502 342.8 268,791 196,818 185,14 
POP Tt Te 462.5 351,497 445.7 838,736 295,563 227 
Michigan Farmer ............. 498.1 382,529 499.6 383,605 339,086 $35,2 
Missouri Parmer ......cccccece 98.0 76,832 85.9 67,340 75,220 66 
Missourl Buralist .........c0. 371.1 282,065 375.3 285,199 233,858 234,34 
Montana Farmer ............. 591.8 447,412 559.5 423,014 358,418 304,09 
Nebraska Farmer ............. 816.0 616,874 764.3 577,785 628,198 489 
New England Homestead ...... 454.8 318,372 499.7 349,947 225,158 245 
fF SO aaa ae 534.7 410,620 559.7 429,814 368,515 384.8 
oD ae 498.4 876,840 496.7 878,524 352,721 312 
Oregon Grange Bulletin ....... 173.4 188,146 153.6 164,598 188,146 164,59 
Pennsylvania Farmer .......... 440.4 338,201 465.0 857,112 806,588 323,33 
rae 397.4 297,956 308.2 241,624 283,819 223,58 
Wallaces’ Farmer & 

Iowa Homestead............. 792.4 621,232 735.8 576,848 641,867 508,57 
Washington Farmer .......... 492.1 371,906 496.1 372,953 847,776 312,08 
Western Farm Life........... 405.8 818,147 379.7 297,678 289,027 268,08 
e*Herdsman Edition .......... $46.2 271,422 827.5 256,725 54,094 48,2 
Wisconsin Agriculturist ...... 560.9 449,742 6546.6 428,485 428,980 373,69 

EE eer 11,269.4 8,755,715 10,685.8 8,272,478 7,734,050 6,986,32 
Bi-Weeklies 
Arisona Farmer .............. 757.1 572,404 784.4 598,020 542,081 564,56 
California Farmer : 

Northern Edition ........... 625.9 473,875 718.7 548,561 422,282 473,9 

Southern Edition ........... 610.1 461,471 661.2. 499,468 410,275 429,22 
Dairyman’s League News ...... 101.6 74,406 126.1 91,938 62,258 75,26 
Prairie Farmer ....ccccccscees 751.9 547,384 743.7 541,417 458,684 448,22 

- ERA Ee ae 2,846.6 2,129,040 3,034.1 2,269,404 1, 890, 580 1,991,24 
Weeklies 
Capper’s Weekly ............. 95.9 214,844 108.5 242,993 148,486 = 157.1! 
eWeekly Kansas City Star...... 281.5 693,577 259.0 638,059 509,934 469,245 

SR IR eae oh Kaba kee waeh 377.4 908,421 367.5 881,052 658,420 626,85 
Dailies 
Chicago Daily Drovers Journal. 305.0 648,984 314.0 668,225 328,058 15, 06 
Kansas City Daily Drovers 4 

MES ndcucabesdosscees 380.2 809,022 421.2 896,233 446,750 498,74 
Omaha Daily Journal— 

CE. sce cacedetescuetes’ 412.8 878,44? 467.8 995,558 542,062 655,912 
St. Louis Daily Live e 

Stock Reporter ............. 235.6 501,285 288.5 614,002 299,788 398,78) 

| MEF CCr rere re 1,333.6 2,837,733 1,491.5 3,174,018 1,616,658 1,9:8,502 
*Not included in tota'ls. ‘Smaller page size 1948 11947 total includes nine months— Apr! 
through December. *Began publication Sept. 13, 1947. Larger page size since July 194 
¢Herdsman edition only. This edition also carries all linage carried in Western Farm Life 
Fifty-two issues 1948; 51 issues 1947. 

CANADIAN 

*Canadian Countryman ....... 439.6 307,754 487.6 306,309 227,092 2° 4,29 
Country Guide, The .......... 474.0 341,281 479.8 345,499 341,281 515,49 
Family Herald & Weekly Star: F 

Eastern Edition ............. 911.8 911,777 1,007.2 1,007,171 664,678 652.6% 

Western Edition ............ 784.8 784,798 857.7 857,730 614,149 67,99 
Farm & Ranch Review..... 245.6 176,825 258.1 185,849 167,871 14,8 
Farmer's Advocate & o 

Home Magazine ....... 464.4 325,052 491.0 343,652 261,482 20," 
Farmer’s Magazine ........... 409.8 286,898 446.8 312,791 258,020 : 6,38 
Free Press Prairie Farmer. 1,309.1 1,472,711 1,277.2 1,436,868 712,422 6 1,69 
+Western Producer ........... 595.5 637,223 625.0 668,753 299,850 8% 3,8 

S| ere 5,634.6 5,244,319 5,830.4 5,464,622 354,845 % 7.81! 
*Twenty-six issues 1948; 25 issues 1947. tFifty-three issues 1948; 52 issues 1947. 
General Aniline Boosts Two sales office of the general m ‘10 

J. K. Nunan, former manager of picture sales department. 
sales for the Hollywood, Cal., dis- 
trict of General Aniline & Film|Standard Issues Directory 
Corp., New York, has been ap-| Standard Outdoor Advert: § 
pointed manager of the general|Inc., New York, has issued ad & 
motion picture sales department |tory listing the names of offi: ‘a! 
of the company. R. P. Young, for-|of national advertisers and 24 
mer assistant manager of the New | vertising agencies for use prir 2! 
York district sales office, has been | ily by people interested in out: 0° 
appointed manager of the eastern | advertising. 
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““Mvertising manager for Post Toast- 


"been succeeded by William J. Betts 


“Meal and Instant Postum. 


arm Papers 
ad 3.4% Ad 
ain Last Year 


Cuicaco—Farm publications 
pst vear carried 3.4% more adver- 
sing than in 1947. ADVERTISING 
ce’s annual tabulation of farm 
per linage shows that 25,994,176 
nes of advertising were carried 
1948 by 70-odd farm papers, 
gainst 25,140,027 lines in 1947. 
The showing by groups of pub- 
cations was by no means uniform. 
he greatest gain was by farm 
agazines, whose linage rose 
6%, from 5,022,827 to 5,807,882 
nes. 

Farm monthlies gained 0.6% in 


85 lines, against 5,520,248 in 1947. 
emi-monthlies last year enjoyed 
5.8% gain, carrying 8,755,715 
nes against 8,272,478 the preced- 
g year. Weeklies gained 3.1%, 
p from 881,052 to 908,421 lines. 
Two groups experienced a de- 
line from 1947. Bi-weeklies car- 
ed 2,129,040 lines, against 2,- 
69,404 in 1947, for a 6.2% de- 
line, and dailies were down 10.6% 
rom 3,174,018 to 2,837,733 lines. 
anadian farm papers also showed 
loss; they were down 4% from 
464,622 to 5,244,319 lines. 


AA’s latest monthly tabulation 


mg 384,387 lines in January, up 
6% from 370,925; monthlies re- 
borting for January are about 


gainst 515,993 a year ago); 
monthlies reporting for December 
ained 41.8% from 11,321 to 16,- 


Other U. S. farm paper groups 
re off: Semi-monthlies are down 
0.3% this month, running 499,- 
76 lines compared with 557,020 in 
anuary, 1948; December bi-week- 


0 125,922; December weeklies 


00, and December dailies dropped 
190,487 to 156,831 


"OT 


7.7% from 


Canadian publications reporting 
his month carried a total of 379,- 
17 lines, a 6.9% gain over the 
ame month last year, when they 
an 355,354 lines of ads. 


F Boosts Jones and Moots; 
ames 3 Others to Ad Posts 


Thad C. Jones, former assistant 
istrict manager in Richmond, Va., 
/f Post Cereals division of General 
oods Corp., has been named as- 
istant sales manager of the divi- 
ion. Don F. Moots, former divi- 
ion sales manager for private la- 
el cereals, has been promoted to 
ales manager. 

George Benedict, of the division, 
as been appointed assistant ad- 


es, 40% Bran Flakes, Raisin Bran 
and institutional products. He has 


nthe position of advertising staff 
assistant. Robert E. Lang, formerly 
with Fred Waring Enterprises, has 
joined General Foods as assistant 
advertising manager for Grape- 
Nuts Flakes, Grape-Nuts Wheat 


Westinghouse Promotes Two 

I. Frank Brownson, manager of 
the laundry equipment department 
of the appliance division of West- 
ingouse Electric Corp., Mansfield, 
0. has been named manager of 
Maor appliances. R. J. Sargent, 
me'chandise manager of laundry 
€q\ pment, has been appointed to 
Succeed Mr. Brownson as manager 
of ‘he laundry equipment depart- 
me it. 


Duro Appoints Ankeney 
/uro Co., Dayton, has appointed 
Arkeney Advertising Agency, 
Dayton, to handle its advertising. 
ampaign in trade publications, 
he\vspapers and direct mail will be 
launched in March promoting Duro 


AMA Names Dooher Editor 

M. J. Dooher, managing editor, 
has been named editor of the 
American Management Associa- 
tion, New York, succeeding James 
O. Rice, who was recently elected 
secretary of the association. Mr. 
Dooher will be in charge of the 
editing and publishing of AMA’s 
publication, “Personnel,” for in- 
dustrial relations executives and 
personnel administrators, and 
“The Management Review,” 
monthly digest of current business 
reading. 


Appoints Quinlan 

Robert E. Quinlan, formerly 
with W. E. Long Co., Chicago, 
management advisory service for 
bakers, has been named to the 
field merchandising service staff 
of Bakers of America Program, 
Chicago. 


15 Named to Judge 
Marketing Awards 


PHILADELPHIA—Fifteen nation- 
ally known marketing leaders 
have been named judges of the 
American Marketing Association’s 
newly created Annual National 
Awards in Marketing. 

William C. Gordon Jr. is chair- 
man of the committee. 

The judges, who will serve 
during 1949, are: Wilford L. 
White, Department of Commerce, 
Washington; Albert Haring, In- 
diana University; Franklin R. 
Cawl, Kudner Agency; Royal E. 
Davis, Goodyear Tire & Rubber 
Co.; Bernard W. Dempsey, St. 
Louis University; Roy S. Froth- 
ingham, Facts Consolidated; James 


R. Hawkinson, Northwestern Uni- 
versity; Pauline Arnold, Market 
Research Co. of America; Robert 
T. Browne, Pillsbury Mills; Har- 
old J. Alspaugh, H. J. Heinz Co.; 
Lyndon O. Brown, Dancer-Fitz- 
gerald-Sample; Lyman L. Hill, 
Chicago; Philip Salisbury, Sales 
Management; Clyde W. Phelps, 
University of Southern California; 
Rose M. Cunningham, Massachu- 
setts Institute of Technology; and 
Marguerite A. Julian, assistant to 
the secretary of the association in 
Chicago, to serve as secretary. 
The board of judges will desig- 
nate Annual National Awards in 
four different classifications: 
Service to marketing, improve- 
ment of marketing practice, de- 
velopment of marketing research 
technique, and theory of market- 


45 


ing. 

Mr. Gordon disclosed that spe- 
cial awards may be granted for 
other contributions which do not 
fall in the above groups. Appli- 
cations for the awards must be 
received by the board before 
March 1, 1949. 


Represents Decca in NY 


Walter R. Moody, former ex- 
ecutive of the British Electrical 
Mfg. Industries, London, has been 
appointed English representative 
for Decca Records, Inc., New York. 


Noblitt-Sparks Ups Mills 


Glenn Mills, in the advertising 
department, has been named sales 
promotion manager of the Arvin 
division of Noblitt-Sparks In- 
dustries, Inc., Columbus, Ind. 


Wa er systems and water softeners. 


Send for your FREE copy! 


Do you know that Texas leads all 
states in number of electrified farms 
. .. North Carolina has more electri- 
fied farms than Illinois, Michigan or 
Pennsylvania . . . Georgia has more 
electrified farms than California— 
more than the six New England states 
combined? 

The 14 Southern states now have 
1,813,175 electrified farms—43% of 
all the electrified farms in the entire 
United States. 

Southern farm families will spend 
$695,472,000 for electrical equip- 
ment,homeappliancesand plumbing. 

These facts and many more are 
contained in the 28-page booklet en- 
titled THe Rurat Soutu 1s WIRED 
FOR SALEs, which traces the phe- 
nomenal growth of rural electrifica- 
tion in the South. 


This booklet contains a 1948 county 
count of the South’s electrified 
farms, available nowhere else. 

It lists uses for electricity on the 
farm and in the home and gives you 
facts and figures on the Southern far- 
mer’s enormous, new buying power. 

This booklet outlines the efforts 
of leading manufacturers to develop 
this vast market and tells a detailed 
story of how one Southern dealer 
built a $350,000 business selling 
electrical equipment, home appli- 
ances and plumbing to farm families 
in one typical rural community. 

Obtain your free copy of THE 
RURAL SoutH 1s WIRED FOR SALES, 
simply by writing to The Progressive 
Farmer, Birmingham 2, Alabama. 
It comes to you without charge or 
obligation, 
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Advertising Offices: BIRMINGHAM, RALEIGH 


MEMPHIS, DALLAS, NEW YORK, CHICAGO 
Pacific Coast: Edward S. Townsend Co., San Francisco, Los Angeles 
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Simpson-Reilly Names New 
Pacific Northwest Manager 


Robert L. Applegate, formerly 
in the national advertising depart- 
ment of the Seattle Post-Intelli- 
gencer, has been appointed Pacific 
Northwest manager of Simpson- 
Reilly Ltd., publishers’ representa- 
tive. He will make his headquar- 
ters in the Seattle office. 

Mr. Applegate succeeds J. Allen 
Maces, who has purchased the 
Dealer’s Digest from Craftsman 
Press, Seattle. Dealer’s Digest is 
a monthly publication for retailers 
of appliances, home furnishings, 
jewelry and stationery in the Paci- 
fic Northwest. 


Birds Eye-Snider Sets 
March Condiment Drive 


The Birds Eye-Snider division of 
General Foods Corp., New York, 
will launch the largest advertising 


campaign to promote its condi- 
ments, led by Snider’s catsup, chili 
sauce and cocktail sauce, in March. 

Four color spreads will appear in 
Life, The American Weekly and 
The Saturday Evening Post. Gro- 
cers’ aids include case allowances 
and store display material. Most of 
the big names in meat, frozen 
foods, crackers, cheese, are work- 
ing with Snider in helping grocers 
build related item displays. Ben- 
ton & Bowles, New York, is the 
agency. 


Hanaway Opens Own Agency 


James F. Hanaway, formerly 
with Bixby-Hanaway Advertising 
Agency, Providence, R. I, has 
formed his own agency, James F. 
Hanaway, Inc., 513 Hospital Trust 
building, Providence. He retains 
the accounts which he formerly 
handled and will continue his in- 
dustrial relations work. 


WMT is up 


to its neck 


in Deen River (ow) 
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... and Deep River is up 
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to its ears in WMT. Asin 


1058 other Iowa communities*, WMT keeps on roll- 


ing up impressive BMB r 


atings. The Eastern Iowa 


audience listens when WMT speaks, or sings, or 


plays. 


Stupendous bumper crops, humming industries, and 
peak prices are putting more money than ever before 
into the pockets of WMT’s prosperous audience. 


Come on in to Deep River and the rest of WMTland 


. the water’s fine for WMT advertisers. 


the Katz man for deta 
exclusive CBS outlet. 


*within WMT’s 2.5 mv li 
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4639, 734 


| 14768,397 


CANADIAN 
1948 HM 3,356,205 
9471 3, $66,438 


1948-1947 ANNUAL ADVERTISING 


LINAGE IN NATIONAL MAGAZINES 


——1948 “ar 1947, p————=1948 a 1947 
Pages Lines Pages Lines Pages Lines Pages 
= A wttuag 7 606.0 259,974 607.0 
Ace Fiction Grp........... 65.0 14,554 69.7 15,622 merican oman ....--- . , y 
American Forests ........ 6S «68 (8s ae) LS Beee..........- —. wee oe 
American Home ...... »ee» 775.4 490,035 817.1 516,435 aly ee We . y . 
American Legion ........ - 1905 S005 $883 9090 Munting & Fishing ....... 309.6 182,811 318.8 
*American Magazine ...... 602.9 253,285 735.1 308,787 Outdoor Life ....... ye 
American Mercury ....... 52.9 9,624 61.1 11,126 a Mao: : 8 Y 
EY poo nod seeds do a - ~ bees” $e ports Afield ............ 796.8 _ 341,828 854.9 — 
Atlantic Monthly ....... 229.8 96,525 281.0 "118,020 Total Group ............ 3,822.2 1,689,734 41142 1.7 
Better Homes & Gardens... 1,619.9 1,028,748 1,424.2 900,066 YOUTH 
Christian Herald ........ . 4813 185,046 405.4 178,908 The American IS Sie wel es 6.2 2,669 9.0 3,8 
Een: ce cabessece 15.0 51,017 62.9 42,769 Boys’ Life ........:.----: 216.2 146,992 243.1 
hei . 99.0 SUMED vicese ccansann Gleeeee Mi @ibie.....:...: 287.7 128,443 299.1 
Cosmopolitan ............. 7148.7 19,081 918.1 398,880 Ghild Life ............... 40.1 17,194 49.9 
Dell Men's Group......... 210.5 90,301 185.2 19,4 TL csv cccckeods ss 164.8 70,719 160.7 
Dents Meu . ee —. Se SS Se 86 Sake Gee .;.......... 715.0 861,017 761.8 
WORT weeeeeesesseeresees 829.0 228,720 162.5 110,500 COMICS MAGAZINES 
ee ee ar 100.2 42,971 108.2 4,2 Archie Comics .......... 34.0 WBBEB ncccee cress 
| Ge ME Scecseses 931.9 626,268 1,365.6 917,689 Famous Funnies .......... 59.0 22,833 628 24,31 
EE Boece vasesde 232.6 160,034 220.9 161,969 Faweett Comics Group..... 92.5 34,965 94.0 355 
ie ei ee ates s os-0% 1,404.5 887,644 1,506.9 952,345 “Harvey Comics Group.... 41.5 15,687 ...... ee 
Grade Teacher, The....... 328.5 144,872 311.38 187,266 “Marvel Comics Group: 
bHarper’s Magazine ...... 277.5 92,085 387.0 80,177 (Total 3 Rone Ceeeecere 169.5 64,071 64.3 243 
DT scamsdhenessss%ee . 768.8 612,607 676.2 459,812 sRed Unit .........-.-. 36.5 18,597 ....+. vs 
House Beautiful .......... 1,460.8 928,248 1,502.6 949,648 <Blue Unit eS¥eCeeoovces 44.0 16,632 ...... 
House & Garden.......... 1,246.5 181,164 1,281.5 178,807 aie en, é. a ei 42.0 = 16,876 ...... 
provement Era ........ A 5 4 , : 
BOE savdesenescccsse 266.9 182,550 283.2 193,690 (Total 2 Units)......... 213.0 80,514 172.0 65,0) 
Macfadden Men’s Grp...... 144.7 62,083 171.6 178,612 shed Unit ........... - 115.0 48,470 93.0 85,1 
Mechanix Illustrated... 917.6 205,514 853.8 191,257 | *Blue Unit ............. 98.0 = 37,044 = 79.0 29,86 
Motor Boating ........... 1,116.8 656,392 1,283.3 725,168 ‘Polly Pigtails .......... 69.3 28,054 67.5 = 26,16 
National Geographic ...... 485.3 115,496 459.8 109,487 a — of Comics. 36.1 13,720 26.4 10,00 
Nation’s Business ........ 450.3 193,165 486.2 208,561 Tex Granger ............. 10.5 4,162 15.9 6,45 
Nature Magazine ........ 31.0 18,180 36.5 15,358 Thrilling’ Comics Group. . 49.5 18,711 40.0 = 15,12 
SE ee aEE auch ane.s.e sos - 269.8 183,448 286.8 194,990 “True Comics ............. 31.1 12,616 (55.5 21,46 
Popular Fiction Group.. 122.5 27,448 108.7 24,343 2 See 730.5 279,646 598.4 228,9 
Popular Mechanics ....... 2,051.0 459,424 1,946.5 486,128 ‘WEEKLIES 
5 ames tteeeeees mas ooraee a4 pot ly 44 American Weekly ........ 862.7 862,694 861.2 861,22 
Redbook - eoeeresesecere 339.4 145.584 454.1 194818 Business Week ... 3,692.6 1,550,878 3,401.9 1,428.4 
ereeeereresccces ° 122.4 52.558 188.5 59548 *Christian Advocate ee 226.0 94,928 252.0 105,8 
Science so Miiustrated ........  -_—) eee Ol Oa, “eae Sears fie 
DE cntnanbeeces eécace 918.9 385,956 872.8 366,579 Forbes ep tte ee) ie eee 365.5 156.775 "434.6 rs 
Thrilling Fiction Group.. 183.7 41,126 170.3 38,147 —__elpagahabalae ata Aaaeseeo tele an 285.9 300.289 299.1 
Town & Country....... eee 77.8 657,111 1,384.1 930,134 Liberty Re a eee 234.0 100,386 578.0 
)) ere 428.6 183,857 671.1 244,991 Rite het O-tcbn ets 3 793.3 2 579.474 8 911.2 
a 78.0 83,875 46.5 = 29,412 De ensecancscccsecsccce SA ny [nn 
WE Sov reweicvecsecce 1,111.7 653,631 1,241.4 129,941 Newsweek ............... 2,704.6 1,135,934 2,788.1 
Total Group ........... 25,178.2 12,223,928 26,179.2 12,872,888 New York Times Magazine 1,714.6 1,457,453 1,742.7 
WOMEN New Yorker sedetudaedten 3, 137.4 1,348,983 3,210.3 
Charm... 0... acs 1,884.4 572,464 1,561.4 669,855 Sete ec cccecessers ER ee 
sr 7 mm SS (Nat’l)..... ane ber yt ay ered Setarday Bvening Pest... . 4,849.8 2,957,841 4,449.1 
GENE Geiiscwecess +++ 1,129.8 484.257 1,501.38 644,069  Iitereture.......... 482.5 207,010 586.4 
Good Housekeeping ....... 1,798.2 771,417 1,757.8 754,094 Scholastic ................ 241.8 101,359 276.7 
Harper's Bazaar ........ - 1,568.2 991,073 1,938.5 1,225,187  ¢Sporting News ......... . $10.8 831,995 294.7 
“ePaper 249.3 174,551 247.9 173,582 This Week Magazine 703.6 598.045 687.5 
“Household ............-.. 494.6 212,175 335.2 207,056 Time .................... 8,578.8 1,508.115 3.6762 
*Intimate Romances ...... on: Sn ccekes, weenie U. 8S. News & World . ip Ke tA 
Ladies’ Home Journal...... 1,637.8 1,113,720 1,714.6 1,165,903 Bey 1,188.0 498,952 1,528.3 641,88 
Mademoiselle ............. 941.5 832,922 2,454.7 1,058,052 T : : ——= ae 
DEE *athlecehbsatedess 1,088.6 706,172 1,087.2 789,308 otal Group .........+. 33,086.7 19,027,682 34,318.6 19,611,2 
Modern Fomenetecs) (Mi)... aes eeane cant Preyer *Not included in totals. *Twelve issues 1948; 13 issues 1941 
Motion Picture ak ielaceas 441.4 189,376 553.2 237,804 "Larger page size starting with July, 1948 issue. First issu 
So cctet cons eceees 313.6 184,561 361.8 155,017 Une 1947; published bi-monthly starting with July-August, 1% 
I ee 62:0 156,295 370.6 168971 issue. “Smaller page size starting November, 1947. ‘Twen' 
Movie Stars Parade........ 362.8 155,621 372.6 159,851 issues 1948; 23 issues 1947. ‘Sold separately in 1947. *Sold sep 
Movie Story (F)......... 4374 187,637 540-1 281.706 Tately beginning June, 1948. ‘Larger page size 1948. | ‘Seve 
Parents’ (Nat'l)........... "957.2 402,067 1,027.4 440,791 1947. *Fifty-two issues 1948; 53 issues 1947. 
Personal mances patieas : Br 183,362 323.6 188,806 CANADIAN 
Radio’ Mirror (itac).. 1. S082) testaet dens «284022 Canadian Home Journal... 550.2 374,145 565.9384, 
*Real Romances ......... 278.0 117,152 261.7 112,301 Canadian Homes & Gardens 600.2 403,313 = 652.2 438,25 
*Real Story .............. 273.0 117,152 261.7 112,801 Chatelaine ............... 560.2 380,938 619.2 421.0 
el ccacesccses 279.4 119,854 247.8 106,806 Maclean’s .............+.. 837.0 569,185 = 887.8 603.8 
Screen Guide ............. $18.6 184661 (9618 168,017 SAP IE, nnn wee n ns cnn es 810.4 544,620 901.7 605.9 
inn i“ .......... 412.5 176,965 475.8 204.211 ational Home Monthly... 348.6 237,423 388.7 64,38 
Seventeen ............... . 1,282.5 838,127 1,421.9 966,907 Revue Moderne, La........ 67.3 = 249,766 = 847.8 236.1! 
Today's Woman .......... $25.8 189,546 ‘219.3 94.101 Revue Populaire, La....... ees =6S06.71S 8=6G1k 2888 
True Confessions (F)...... 546.9 234,618 600.7 257,697 Samedi, Le ..........-.... 4444 = 311,007 8400.4 = 522.8 
True Experiences (Mac) .. 418.9 179,717 451.5 193.711 ee GOED ncanvcscses 4,926.5 3,356,205 6,237.3 3,566.4 
Tree Lave & Romance i: ak we dn CANADIAN NATIONAL WEEKEND NEWSPAPERS 
Ce eeeresecessesess ° - e . Oo ravure 1 
True Romance (Mac)...... 455.4 195,862 480.3 206,051 La Patrie.......-..... 455.6 455,680 466.3 66,33 
True Story ..... he ane -. 792.7 840,076 829. 355,888 tLa Presse ............... 488.8 488,897 528.9 23,96 
peered bene 360.0 1,491,545 2,975.1 1,880,289 Montreal Standard ........ 559.2 559,294 514.7 4,74 
Woman's Day (Nat'l)...... 615.4 268,996 506.4 217,285 1Star Weekly ............ 667.8 634,442 757.8 719,49 
BOD cccccccccce ° ' 230,185 Trw Jar ais ORD 4 50 
Woman's Home Companion. 940.9 639,789 878.5 597.351 __-°t#! Group ........... 2,171.4 2,188,813 2,252.2 2,224 
Total Group ........ ...-26,865.9 13,592,237 29,683.8 15,099,987 tFifty-three issues 1948; 52 issues 1947. 
a . . . : 
Four A Ss Exams Set selling aptitudes, the 1949 examin- | Ggodhall Promotes Two 


for 16 Cities; Will 
Cover Sales Talent 


New YorK—The American As- 
sociation of Advertising Agencies’ 
examinations for advertising to be 
held on Feb. 19 and 26 will attempt 
for the first time to test candidates 
for qualities that make a good 
salesman. 

The new tests will seek to locate 
people who are qualified for sel- 
ling, have a ready flow of ideas 
and can sense the effective sales 
approach, according to John E. 
Wiley, chairman of Fuller & 
Smith & Ross and of the Four A’s 
national examination committee. 

In addition to the new test on 


ation will test candidates on copy 
writing, mechanical production, 
layout and art, merchandising re- 
search, media selection, plans and 
merchandising and radio and tele- 
vision production. There will also 
be a test on the economics of ad- 
vertising based on material fur- 
nished by the association. 

The examination will be given 
in Boston, Chicago, Cincinnati, 
Cleveland, Dallas, Dayton, Detroit, 
Los Angeles, Minneapolis, New 
York, Philadelphia, Pittsburgh, 
Portland, Ore., St. Louis, San 
Francisco and Seattle. 

Examination fee is $15 and in- 
quiries may be addressed to the 
Four A’s at 420 Lexington Ave., 
New York 17. 


John K. Odin, with the com an) 
for 28 years, most recently 4 
contract manager, has been 4? 
pointed merchandising manag 'T ° 
the home furnishings divisic: ° 
Goodall Fabrics, Inc., New ~ or 
Joseph Majeski, in the sale di 
vision, has been named sales | .4! 
ager of the home furnishing 4i 
vision. 


C&O Names Deegan V.! 


Thomas J. Deegan Jr., dir °° 
of public relations, has ‘© 
named vice-president of p »!!4 
relations of the Chesapea! ‘° 
Ohio Railway Co., New Yor! “% 
also is a vice-president and mr °™ 
ber of the executive committ:  ° 
the White Sulphur Springs -° 
which operates the Green ‘© 
Hotel. 
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agazines Ad 
Linage Dropped 
5.1% Last Year 


Only 1 of 3 Gained; 
Comics Group Fares 
Best, Women’s Least 


Curcaco—The advertising pic- 
ure for magazines last year was 
pretty much the same as in 1947: 
dvertising linage was down but 
dollar volume was up—and so 
rere costs. 

ADVERTISING AGE’s annual tabu- 
ation of pages and lines of ad- 
vertising in about 125 magazines 
shows this week that magazine 
linage was down 5.7% in 1948. 
Nearly two out of every three 
ublications reported carrying 
ewer pages and lines of ads. 
However, even most of the losers 
probably gained in dollar volume 
ns rate increases put through in 
1947 took full effect for the first 
ime last year. 

This checks with an estimate 
y Magazine Advertising Bureau 


jmerecently that 100 magazines and 


ll farm papers checked by it had 
evenues of about $450,000,000 to 
460,000,000 in 1948, compared 


““fiwith $434,000,000 the preceding 


year. 


ia Only one major group of mag- 


‘“@mazines showed a linage gain for 


1948. This was the comics group, 


‘omwhich carried 22.1% more lines, 


up from 228,999 lines and 598.4 
pages to 279,646 lines and 730.5 


japages. Even so, four of nine com- 


ics publishers suffered declines in 


‘Blinage. 


Greatest decline is shown for 


‘the women’s group—which also 


ismsustained the greatest 


decline, 
1947 over 1946. Last year, 26 of 


these publications carried fewer 


issu 


ym total 


sf ilead 


lines, and only ten gained. Their 
last year was 13,592,237 
lines, exactly 10% lower than 15,- 
099,987 carried in 1947. This 
meant that their 1948 linage was 
off nearly 25% from 1946. 

General monthlies fared better 
but were down 5.1%, with about 
five of every eight reporting losses 
in linage. All but one outdoor 
magazine lost, with linage down 
7.1%; all but one youth publica- 
tion was down, the average for 
five being a 6.7% decline, and 
two-thirds of the 21 weeklies 
covered had fewer lines and this 
group was down 3%. 


21%" Top linage for the year among 


all magazines was again reported 
for The Saturday Evening Post, 
and Life was again second. Their 
was cut down somewhat, 
however, by Business Week, as it 
gained while the Post and Life 
lost a little. Time again was fourth, 
but its linage was down, also. 

Vogue, with 2,360 pages and 1,- 
491545 lines, lost ground (it 
carried 2,975.1 pages and 1,880,239 
lines in 1947) but managed to 
continue in top place among wo- 
men’s magazines. Better Homes & 
Ga'dens, which fairly made his- 
tor. in 1947 with a 40% gain, was 
one of the general monthlies to 
shoy a gain in 1948 also and its 
moe than 10% increase, up to 
1,0.3,748 lines, put it well ahead 
of ‘squire, Fortune, House Beau- 
tifil and Town & Country, which 
“. were ahead of BH&G in 1947 
in ge. 


® Jne of the greatest gains shown 
In the AA tabulation is for the 
Negro monthly, Ebony. This 
20 ming magazine launched in 
m: \-1946 had more than a 100% 
increase in advertising patronage. 
Sn aller but still impressive gains 
Were attained for the year by 


\eral weeklies, including: 


rade, up from 216,719 to 326,814 
lines; Pathfinder, up from 156,492 
to 207,378 lines, and Look, up 
from 711,952 to 823,119 lines. 
Marvel Comics gained a spectac- 
ular 162%. 

Religious papers again had a 
good year for the most part. 
Christian Herald, Columbia and 
Extension were up, although 
Christian Advocate dropped 10%. 

Among youth publications, Open 
Road with a small gain was the 
only one of five in the classifica- 
tion to gain. Fur-Fish-Game’s in- 
crease of only 127 lines and one- 
third of a page was enough to 
make it the only sports magazine 
to come into the plus side for the 
year. 


ws Canadian magazines were pret- 
ty much in the same boat with 
U. S. magazines. Of nine Canadian 
publications, La Revue Moderne 
was the only one to gain. And 
among four Canadian national 
weekend roto publications, only 
the Montreal Standard showed up 
on the favorable side of the ledger. 


MacRann Decides 
to Sell ‘ABC's’ 


on Subscriptions 
New Yorxk—MacRann Associ- 


ates, a company of consultants 
which formed to assist advertisers 
in picking agencies and evaluating 
agency service, last week offered 
its copyrighted “ABC’s of Agency 
Service” to advertisers on a sub- 
scription basis. 

Daniel G. MacMillan, founder 
and president of MacRann, ex- 
plained that “we have had so 
many requests for help...from 
out-of-town firms, that we have 
determined to make available to 
advertisers in every part of the 
country the same form which we 
use in our basic investigation 
work here in New York.” 

Mr. MacMillan said his com- 
pany’s on-the-ground investiga- 
tion was still “the surest guarantee 
of satisfactory and enduring client- 
agency relations.” The subscrip- 
tion offer is backed with a ten-day 


refund guarantee. 

The “ABC’s” have been used by 
advertisers and publishers in sev- 
eral countries abroad, he said. 

At the same time, Mr. MacMil- 
lan said that MacRann will here- 
after make its services available 
to advertisers on a per diem basis, 
if the advertiser elects it; up to 
now the company has charged a 
flat fee for its services. 


Brooks Joins Bedell 


Wallace Brooks, formerly adver- 
tising director of the Chicago Sun, 
and more recently connected with 
newspapers in Arizona, has joined 
the Clyde Bedell organization, Park 
Ridge, Ill., as sales manager. Mr. 
Bedell writes and conducts adver- 
tising training programs for news- 


47 


paper staffs and for the advertis- 
ing and promotion staffs of re- 
tail organizations. 
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ACCURATE COMPOSITION SERVICE, INC 


h WAR 9634 


542 S Oewbern St cr 


The Building Market is 


than you think! 


To Sell the Whole Market... 


Sometimes PRACTICAL BUILDER — 
alone-tips the scale 


THE $18 BILLION BUILDING MARKET FOR 1949: 


New Residential Building—$6.5 Billion 
e New Farm Construction—$500 Million 
e Remodeling and Repairs—$7 Billion 


e Commercial end Industrial 


*—$4 Billion 


“Light construction only — excludes highways, heavy industrial, public work, etc 


DSTO, 
Other times you will add a second paper— 
American Builder or Architectural Forum 


ol 


Controlled by 100,000 Buiiders 


The huge light construction market is 
the business of 100,000 contractor- 
builders. They buy, specify and control 
the use of your product for 90 Y of resi- 
dential and farm building, remodeling 
and maintenance work—and for more 
than 50% of non-residential con- 
struction. 


Theirs is an estimated $18 billion mar- 
ket for 1949. It’s today’s most under- 
rated, undersold market—a market 
that demands the greatest advertising 
power you can concentrate to get a 
substantial share of it. For full sales, 
you need full coverage. Here’s why: 


In Big Cities and Little Towns 


Over 53 % of residential building is done 
in small cities and towns, 47% in met- 
ropolitan areas . . . less than one-third 
of all home building is speculative . . . 
“big” builders don’t do the $6 to $8 
billions of remodeling work and farm 


=r 


building . . . and stores, schools, fac- 
tories, garages, etc., are built in big 
cities and little towns everywhere. 


You can’t afford to take the chance of 
not selling all 100,000 contractor- 
builders. ‘“‘Legwork”’ won’t cover them, 
nor will advertising in any one publica- 
tion. So we say: To sell the whole mar- 
ket—-WEIGH ALL 3: Practical Build- 
er, American Builder, Architectural 
Forum. 


30,000 Read PB Only 


All three are well-established, fully 
recognized building industry publica- 
tions, and there is not enough dupli- 
cating circulation to be a factor. For 
example, Practical Builder’s 75,000 
readers include 30,000 builders who 
read no other building industry publi- 
cation. (Survey on request.) 


So we repeat: Investigate before you 
invest! To sell the whole market . . . 
WEIGH ALL 3. 


PRACTICAL BUILDER+he only “how-to-do-it” magazine edited exclu- 
sively for practical building ments sold for its builder coverage alone. 


ber News—is first choice of 


Its companion p 


products in 1948. 


lumber and building material dealers . . sellers of $7 billions of building 


_ PRACTICAL BUILDER . 


Pubtichod by evetriel PubMleations, te. fer aver ID veer. sacusive publisher: to the Buliding bedustry. sieo eublishers of Budding Supply 
Mow: 856 Owater’ Directory, bubdieg Material Merchons £ Whotesaler Brick t Clov tecord, Carwode maatry and Ceromic Date Buch 


Then there will be times when you use 
all three— Practical Builder, American 
Builder and Architectural Forum 


Circulation figures from September 15, 1948, Standard Rete & Date 


Practical American Architectural} 
Bulider Bulider Forum* 4 
Cirevierion 75,671 | 81,564) 64,364 
Bulider 
Circulation only 55,214, 50,439 11,717 
|Full page, 
12 time rate $ 600 $ 600 ° $ 900 
*NOTE: No discrimination ageinst Architectural Record 


Aocki ot; 


or Progressive e is intended. These two excellent 
blications are omitted for o simple reason: they do not 

deim Contractor coverage. 

RR PRR I 


Copyright industria) Publications, inc 


5 South Webash Avewus « Chicage 3 
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Ads’ Status As 
‘Cost’ Deflated 


in New Revision 


Munitions Board Makes 
Surprise Changes in 
Dec. 15 ‘Principles’ 


WASHINGTOoN—Advertising’s sta- 
tus as a cost in military supply 
contracts was noticeably deflated 
last week in a surprise Munitions 
Board action revising “final’’ con- 
tract cost principles which had 
been officially released Dec. 15 
(AA, Dec. 20). 

Where the Dec. 15 document had 
authorized advertising in trade 
and technical journals, a revised 
provision adopted by the Muni- 
tions Board Jan. 13 authorizes only 
non-product copy, “placed for the 
purpose of offering financial sup- 
port to journals which are valu- 


Metropolitan 


EORIA 


Now 185,000 


‘34™ in the U. S, 
in FOOD SALES! 
‘52"° in POPULATION 


*S. M.'s Survey of B. P. 
100,000 to 250,000 Pop. Group 


JOURNAL STAR 
ets 97,000 Xi 


Nat'l. Rep’s. WARD-GRIFFITH Co. 


inamed commercial 


able for the dissemination of tech- 
nical information within the con- 
tractor’s industry.” 


es Chief effect of the new pro- 
vision apparently is to confine a 
contractor to publications serving 
his own industry. Other adminis- 
trative implications are possible, 
however. For example, the adver- 
tiser may have to convince his 
military contracting officer that 
the journals need financial sup- 
port, and may have to justify 
his media list, and his proposed 
schedule of insertion frequency 
and ad size. 

In many respects the new pro- 
posal resembles the language of 
the Navy Department’s wartime 
“Green Book,” which authorized 
a “reasonable amount” of adver- 
tising in trade and technical pub- 
lications useful in disseminating 
information to the industry. 

The action was completely un- 
heralded, and was not immediately 
announced by the Munitions Board. 
It was considered highly unusual 
in view of the fact that the Dec. 15 
draft had been officially adopted 
by the three departments—army, 
navy and air forces—and was to 
have become effective on Feb. 1. 


w In view of the action, undoubt- 
edly the result of antagonism to- 
ward advertising which has 
smouldered among the fiscal of- 
ficers of the armed forces during 
nine months of see-saw debate on 
the cost principles, further revis- 
ions are not unlikely. 

At least one further revision 
appears almost certain, since the 
latest draft of the principles failed 
to include authority to advertise 
the disposition of facilities, scrap 
and waste materials—a power in- 
cluded in the Dec. 15 draft, whieh 
has the full support of the mili- 
tary fiscal officers. 

Other Jan. 13 cost principle re- 
visions were largely editorial, ex- 
cept for the elimination of “do- 
nations,” another “cost” item 
which fiscal officers had con- 
sidered inappropriate. 


McGredy Joins WPAT 


Robert M. McGredy has been 
manager of 
WPAT and WNNJ-FM, Paterson, 
N. J. He formerly was sales man- 
ager of WTOP, Washington. 


-+A SPECIALIZED GROUP 
| TRAINED IN 
DEALER-CONSUMER PSYCHOLOGY 
-- COMBINING CREATIVE TALENT, 
CARDBOARD INGENUITY AND 
PRODUCTION CRAFTSMANSHIP 
--TO PRODUCE DISPLAYS 
LOADED WITH SELLING POWER 
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Appoints Strohmeier 10:30-11 a.m., starting Jan. 30.| Bennett Leaves ‘Sentinel’ 
Campbell-Fairbanks Expositions, | The Automat chain has been spon-| pp (Gene) Bennett, 
j i soring the program on AM since|._;~ ; cae ' 
Inc., has appointed Strohmeier joined the News-Sentinel, Ft 


Associates, New York, to handle 
the special aviation promotion ac- 
tivity for the New York Airplane 
Show to be held in conjunction 
with the 12th annual National 
Sportsmen’s Show Feb. 19-27 at 
Grand Central Palace. 


Horn & Hardart on AM and TV 
Horn & Hardart, New York, 


Automat restaurants, will use si-| 


multaneous audio and video pres- 
entation of “The Horn and Har- 
dart Children’s Hour,” on WNBC 
and WNBT, New York, Sundays, 


is the agency. 


1939. Clements Co., Philadelphia, 


FC&B Names Eagan and Gunn 
W. Robert Eagan, formerly gen- | 


Wayne, Ind., as retail advert 


manager in 1932, and has beer 


the paper’s 


eral district manager of the Chi- 
cago branch of Kroger Co., has 
been appointed director of mer- 
chandising in the Chicago office 
of Foote, Cone & Belding. Buck- 
ingham W. Gunn, formerly pro- 
'gram director of Station WGN, 
Chicago, has joined the agency’s 
radio and television production de- 
partment, 


CKLW Appoints Gunn 


Charles Gunn, 
Station WXYZ, has been appoi 
|to the newly created post of 
|sistant sales manager of Sta 
.CKLW, Windsor, Ont. The sta 
soon will increase its power to : 
000 watts, 


| vertising director and a memb: 
board of dire: ‘ 
since 1936, has resigned. 
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LIKE DOGS LIKE KASCO! 


is a complete meal for any dog . . 
and do they love it! Day after day 


NEW SERIES—Kasco Mills, Toledo, O., 
and Waverly, N. Y., is using a new series 
in newspapers and dog publications for 
its Kasco dog ration. Bert S. Gittins Ad- 
vertising, Milwaukee, is the agency. 


Anthony Writes 


Typography Book 
for NAEA Members 


Cu1zaco—“Just the Type,” a 
simple 52-page manual on im- 
proved typography for newspaper 
advertising, was distributed to 


Newspaper Ad Execs 


members of the Newspaper Ad- 
vertising Executives Association 
here last week. 

A project of the association’s 
committee on color advertis- 
ing and im- 
provement of 
printing and ty- 
pography, the 
manual was 
written by M. J. 
Anthony, adver- 


Pasadena Star- 
News, and is 
available only 
to NAEA mem- 
bers through 
the office of 
NAEA secretary 
Robert C. Pace, 


M. J. Anthony 


“Ma Commercial-News, Danville, Ill. It 


sells for $1.50 per copy. 

The book is designed to be of 
primary value to retailers and 
others who design newspaper ad- 
vertisements but are not experts 
on typography. In simple style, 
it traces the development of print- 
ing types, explains the differences | 
between old style and modern | 
types, the variety of serif treat- 
ments, the point size system, 
family relationships, legibility fac- 
tors, typographic harmony, etc. 

Numerous examples show the 
results of screening, the effect of 
leading, length of type lines, and 
various sizes and styles of type 
in advertising use. 


8 Edits ‘Lamp Journal,’ 
Smythe Buys Another 


J Herbert Smythe Jr. will be- 
come editor of Lamp Journal, pub- 
lished by Rosenthal & Smythe, 
, New York, of which he is 
sident, effective Feb. 1. He 
‘eeds the late Julian Rosenthal. 

Smythe was editor of the 
lication from 1923 to 1933. For 


past five years he has been 
| or of Sports Age, published by | 
nirew Geyer, Inc., the post he) 
Wil resign Feb. 1. 
losenthal & Smythe has pur-'| 
thesed Collectors Round-Up, a 
pul lication for dealers in an-_| 
“gies and collector’s items. Ii. 
Wi be published on a monthly 
bas starting Jan. 15. 


Ar erican Foundry to Wittner 
merican Machine & Foundry 
Cc. New York, has appointed 
Fr d Wittner Advertising, New 
Yc -k, to handle advertising of its 
W. hlstrom tool division. | 
WM Promotes Stewart | 
om Stewart, on the production | 
sta f of Station WSM, Nashvil’e, | 


ha been appointed publicity and 
Pr’ motion director of the station. 


RCA Appoints Buck 


Walter A. Buck has been named 
operating vice-president of RCA 
Victor division of Radio Corp. of 
America, Camden, N. J. He has 
served as president of Radiomarine 
Corp. of America, an RCA service 
group, since last March. 


LaCerda Named PR Director 

John LaCerda, formerly with 
the Philadelphia Evening Bulletin 
and the North American News- 
paper Alliance, has been named 
director of public relations of the 
Philadelphia Chamber of Com- 
merce. 


Compton Promotes Seaman 

A. J. Seaman, former copy su- 
pervisor on several accounts at 
Compton Advertising, Inc., New 
York, has been appointed manager 
of the copy division of the print 
ad department. 


Squirt Names Schaeffer 

George S. Schaeffer has been 
appointed sales manager of Squirt 
Beverage Co., Buffalo, succeeding 
George Shaner. 


6 Appliance Lines 
Share Universal's 
$2,000,000 Budget 


New BriTAIn, Conn.—Landers, 
Frary & Clark will spend $2,000,000 
in national magazines, business 
papers and newspapers during 1949 
on Universal’s complete line of 
household appliances, with em- 
phasis on the Speedliner ranges, 
two-speed washers, vacuum clean- 
ers, irons, coffeemakers and food 
mixers. 

Color ads will appear in Better 
Homes & Gardens, Bride’s Maga- 
zine, Farm Journal, Good House- 
keeping, Household, Ladies’ Home 
Journal, Life, McCall’s, Parents’ 
Magazine, Sunset and The Satur- 
day Evening Post. 

Universal’s trade campaign will 
be built around the slogan, “Uni- 
versal’s Planned Profits Program.” 
Each ad will feature proof through 
action as to how Universal is build- 
ing the strongest dealer franchise 


in the market. 

Six campaigns are planned for 
the Speedliner electric ranges, the 
two-speed washer, the Universal 
tank and brush type cleaners, the 
Beam-O-Lite iron, the Coffeematic 
and the new Universal food mixer. 

Goold & Tierney, New York, is 
the agency. 


Sanborn Joins Display Corp. 

Jerry Sanborn, formerly space 
representative of Fairchild Pub- 
lications, has joined the New York 
staff of Display Corp., Milwaukee. 
He will serve buyers of point-of- 
sale displays in the New York and 
New England areas. 


Conner Co. Changes Name 

Conner Co., San _ Francisco 
agency, has changed its name to 
Conner, Jackson, Walker & Mc- 
Clure. Shirley Walker, Joseph 
Hayes Jackson and Byron McClure 
are the new principals. 


Denny Elected NBC Director 


Charles R. Denny, executive 
vice-president of National Broad- 


casting Co., New York, has been 
elected a director of the network. 
Mr. Denny joined NBC in 1947 as 
vice-president and general coun- 
sel. 


Textile Mills Ups Groo 


Arthur L. Groo, New York rep- 
resentative, has been named di- 
visional vice-president in charge 
of eastern sales of Textile Mills 
Co., Chicago. He makes his head- 
quarters in New York. 
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Photograph by George Luxton, chief photographer, Minneapolis Star 


What makes a newspaper great ? 


McKinley was president... 
war with Spain held the headlines 
... Nicollet Avenue, Minneapolis’ 
main-stem, looked like this... and 
a gangling young man named 
George Luxton picked up a little 
black box and went to work as the 
first newspaper photographer in the 


Upper Midwest. 


50 full years and 400,000 negatives 
later, George Luxton, Minneapolis 
Star chief photographer, is still level- 
ing his lens at dramatic happenings 
in the day’s news, still looking for- 
ward to tomorrow’s assignments. 


Name any outstanding news 
event in the Twin Cities in the last 
half-century, from Dan Patch’s 


“LAND SAKES! 
= />.. THAT YOUNG 
MR.LUXTON PUT 
MY PICTURE IN 
THE PAPER!” 


record-shattering 


mobilization of Minnesota boys for 
three major wars, and ‘“‘Lux’’ can 
give you names, dates, places. Often, 
too, he can rummage back in a dusty 
old box and pull out a brittle glass 
negative or a yellowed, curling 
photograph capturing the scene. 
Pictures of a toothy Teddy Roose- 
velt grin from files shared with shots 
of early balloon races. There are a 
sheaf of photos of a hotel fire that 
nearly wiped out a University of 
Minnesota football team, and a 
panorama of the Minneapolis milling 
district that almost cost Luxton his 
own life when he slipped 3 rungs 
descending a 250-foot smokestack. 

Along with miles of photographic 
film, Lux developed 
many a specialized 
talent over his long 
His _ tink- 
ering with lenses 
and shutters pro- 
duced the famed 
Howitzer camera 
for fast close-ups 


the 


career. 


mile trot to the 


EVENING 


GEORGE LUXTON 


Minneapolis 
Star 2x7 Tribune 


575,000 SUNDAY - 460,000 DAILY 


JOHN COWLES, President 


of sports action, and helped perfect 
the “‘blackout”’ camera used by the 
armed forces in World War II for 
taking pictures in almost total dark- 
ness. As garden editor of the Min- 
neapolis Star and Tribune, his 
columns on flower and vegetable 
growing have blossomed into a best- 
read feature of these newspapers. 


This genial authority on snapshots 
and snapdragons is one of a number 
of 50-year veterans on the staff of 
the Minneapolis Star and Tribune 
who grew up with modern newspa- 
pering, invented many of its 
techniques and methods, and whose 
broad experience and sound crafts- 
manship are making tomorrow’s 
newspapers still better. 


MORNING & SUNDAY 
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Finds Advertising Too Big 
for a ‘Quickie’ Definition 

To the Editor: Your recent edi- 
torial entitled: “Tell Me, Please, 
About Advertising,” was just what 
I needed to crystallize some 
thoughts I have had on this sub- 
ject over a period of years. There 
was a time when I gave serious 
consideration to the yearly deluge 
of requests for “quickie informa- 
tion on advertising” per se. I 
knew of course, the origin of most 
of these requests. Mainly from 
high school, prep and occasionally 
college students. But it didn’t 
occur to me to dig into the “why” 
until a few years ago, when, 
caught with my guard down, I 
accepted a speaking appointment 
before a regional meeting of ed- 
ucators. The program chairman 
“called his shot” and said the 
group wanted a talk on “Adver- 
tising.”’ 

I gave them what I thought they 
wanted. Since there were no 
“gripes” forthcoming after it was 
over (at least within my hearing) 
it occured to me to do a little 
“survey work” among these teach- 
ers and professors. 

It was then that I learned that 
it is common practice to list “ad- 
vertising” among the elective as 
well as assigned subjects for thesis 
purposes. In fact it usually occu- 


This department is a reader’s forum. Letters are welcome.= 


pies a spot in the list of subjects 
well toward the top, along with 
other good old standbys such as, 
“Salesmanship,” “Music,” “Poli- 
tics,” “Rivers and Lakes,” “Archi- 
tecture,” etc. One or two of my 
audience when engaged in strictly 
“off-the-record” discussion of the 
“why” of “advertising” as a prime 
(?) subject for thesis work, in- 
formed me that since the subject 
was so broad and general in 
meaning as well as public under- 
standing, the tyros could go at it 
hammer and tongs without much 
fear of contradiction, censorship, 
or scarcity of raw material. So, as 
long as the neophyte watched his 
spelling, punctuation and length 
of thesis, he was pretty sure to 
come through with flying colors 
in the matter of grade. 

Well, sir, that set me to think- 
ing! I recalled all the long hours 
I had spent in the past digging up 
data necessary to answer some of 
these requests. And, I recalled, 
whether I was working in the 
newspaper business, in outdoor 
advertising, in an agency, or op- 
erating my own little agency and 
public relations houseboat, there 
were always these requests usually 
worded in about the same man- 
ner. I confess that for all too many 
years I gave them serious con- 
sideration and rather thought my- 
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Look to Louisville... 
During the month of August 
1948 Louisville cigarette fac- 
tories paid just short of $15 
million in internal revenue 
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self fulfilling a high and noble 
cause. Lifting high the torch to the 
profession, etc., etc., as it were. 
Going “all-out” to shed light and 
understanding on this_ subject 
which we of the fraternity depend 
upon for our bread, butter, apple- 
sauce and ulcers. 

Then one day, just for the hell 
of it, I blue-pencilled the word 
“Medicine” right through the word 
“Advertising,” in one of those 
typical tell-us-about-advertising 
letters. It gave me a kind of 
fiendish satisfaction. Next I wrote 
in “Law,” then “Engineering,” and 
in quick succession, ‘“Account- 
ancy,” “Insurance,” and “Rail- 
roading.” At once the futility of 
the whole thing became apparent. 
I began to picture the reaction of 
some famous surgeon upon re- 
ceiving one of these requests for 
some “quickie data’ on the sub- 
ject of surgery or medicine. Ditto 
a famous lawyer. I have since 
found that such things with them 
just “aren’t.” Simply too ridicu- 
lous to even consider. Not one of 
them would even attempt to en- 
compass the field of medicine or 
law in a dissertation of any kind. 
They would realize the futility 
of even attempting to unfold so 
great and vast a panorama before 
the eyes of a novice. It is not yet 
within man’s province to prepare 
a “quickie capsule” containing the 
sum total of years of study, ex- 
perience and knowledge, which by 
the mere swallowing can endow 
one with the wisdom or under- 
standing of the ages. 

Everyone realizes that a half- 
truth is worse than none at all. 
Since none of us could do justice 
to even a fraction of the entire 
subject of advertising, whatever 
we might submit by way of re- 
sponse would in the end serve 
no good purpose, but rather add 
confusion to consternation. 

Maybe this frenzied urge and 
willingness to expound at length 
on the subject by us, workmen in 
the field, at the drop of a slug, 
explains why every screwball that 
ever got beyond Lee’s Fourth 
Reader figures he is a born ad- 
vertising virtuoso. Therein may 
also lie the explanation for the 
ever-present diarrhea of wordage 
but constipation of scientific facts 
as to what is advertising. 

Yes sir, I’ve answered my last 
letter of request for some “quickie” 
dope on advertising. Maybe the 
rest of you should join me. Some- 
times the less said, the better. 
Besides, if time hangs heavy on 
my hands and I’m tempted to 
answer “just one more request,” 
I force myself to remember I have 
a stack of Greer’s Almanacs, 
ancient and honorable vintage, 
still to read. 

A. T. MILLER, 

President, A. T. Miller & As- 

sociates, Baltimore. 

aes 


Teaser Adds a Fillip 


To the Editor: You never can 
tell what will strike someone as 
funny. The situation portrayed in 
the attached photograph (taken at 
Seventh Ave. and Grant St. in 
downtown Pittsburgh), for exam- 
ple, amused me. In my opinion, 
it ranks in the field of coincidence, 
right up there with those master- 
pieces sometimes achieved on 
movie theater marquees announc- 
ing double features. I’m thinking 
now of one I saw several years 
ago (or did I read about it) which 
went “The Fleet’s In”—“‘Hell’s 
Bells.” Maybe the order was re- 
versed, but you get the idea. 

The product the stork is 
“bringing” is as yet unannounced, 
but its juxtaposition sure gives 
point to the Gulf Oil poster. 

I had the picture taken for use 


we 
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COMPLETES STORY—The stork in the teaser poster topping Gulf Oil’s “speaking of 
pride” adds the finishing touch to this Pittsburgh display. 


in our employe magazine, but 
later it occurred to me that some 
of our friends in the advertising 
fields might enjoy it, too. 


is now “better than ever?” 
Better than ever? In _ other 

words, the loyal and faithful cus- 

tomer of yesterday has been pur- 


D. C. WHITE, . 
Editor, Gulf Oil Corp., Pitts- | chasing an unstable product, a 
burgh product that was the mere result 
‘ ee of an immature and unperfected 


program! 

And scarcely has the purchaser 
of a piano seated himself at the 
new keyboard (overflowing as he 
is with pride and satisfaction) than 
he is told that he acted hastily in 
making his purchase! He should 
have waited (according to the ads) 
until the “better-than-ever”’ piano 
was ready for delivery! He should 
have waited until the manufac- 
turers had passed through their 
apprentice period and were read) 
to produce an instrument of last- 
ing quality! 

And the cigaret smoker. Scarcely 
does he get opportunity to open 
a package of his favorite brand be- 
fore he learns via radio, newspape! 
and magazine that the quality ol! 
the tobacco now on sale is “better- 
than-ever,” In so many words he 
is told that the tobacco in his 
favorite cigaret (or pipe or cigar) 
of recent years has been, to put 


Says ‘Better Than Ever’ Line 
Was the Last Straw 


To the Editor: I have just 
heard a radio announcer blast 
forth in boisterous tones with 
the message that “Chickering Pi- 
anos are Better Than Ever.” 

That did it! This statement that 
the Chickering piano that my 
friend purchased last year is now 
outmoded has finally comp'led me 
to take my place at my type- 
writer and denounce, as I have long 
intended to do, those advertising 
copywriters who give the back- 
of-their-hand to the customer 
whose purchase is scarcely a few 
hours old. 

How does a person feel about, let 
us say, his favorite cigaret (he’s 
been purchasing it for many 
years!) when some inspired ad 
writer comes out with a statement 
that the tobacco used in the cigaret 


REVERE PHOTO ENGRAVING CO. 
(712 Federal Street ¢ Chicago 5, Il. 
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‘+ m idly, inferior to that of today! 
Ms that a piece of information likely 
1o be relished by the customer? 

Would it not be better for a pi- 
ano manufacturer (and I am using 
him merely as an example, for 
others are equally subject to crit- 
icism!) to say something like 
this. — 

“Not a bit better than ten years 
ago! No, the Chickering piano you 
purchase today has no richer tone, 
no finer quality than that which 
marked the Chickering piano in 
the home of your parents and 
grandparents! Many years ago 
Chickering mastered the art of 
producing perfection in the tonal 
qualities of pianos. Today we 
give you in our pianos the true 
tonal perfection that is the heri- 
tage of Chickering! Oh yes—we 
have kept pace with the improve- 
ments marking outward appear- 
ance—stream-lined, compact de- 
sign—and you'll find our pianos 
are today as sleek and sheer in ap- 
pearance as a stratosphere airliner 
but the tonal quality—?? Ah! The 
tonal quality is the same today 
as it was yesterday—it will be the 
same today, tomorrow, forever, the 
very best in tonal perfection!” 

And cigarets! Why not some- 

thing like this: 
“It’s the same delightful aroma! 
Scientists have succeeded in 
streamlining the airplane; they’ve 
succeeded in giving you many im- 
provements, many sleek changes 
in every feature of modern life— 
but no one has succeeded in giving 
you a smoother smoke, a richer 
aroma, a more satisfying tobacco 
than that which your father and 
your grandfather knew when they 
smoked El Rope-Oh!” 

Yes, let advertisers stop slapping 
the face of loyal long-term clients, 
customers and supporters. In my 
duties as editor of the U. S. Coast 
Guard Magazine I have found it 
always wise to adhere to the boast 
that the U. S. Coast Guard Maga- 
zine is just as good, just as read- 
able, just as interesting as it has 
been in the past. A boast that the 
U. S. Coast Guard Magazine is 
“better-than-ever” would be an af- 
front to the loyal readers and en- 
thusiasts who, one year ago or 
20 years ago, approved of the 
editorial accomplishments of this 
publication. And the boast of a 
manufacturer that today’s product 
is “better-than-ever” is a slap in 
the face of those loyal patrons who 
have, by their purchases, enabled 
him to build a successful enter- 
prise. 

EpwarD Lioyp, USCG, (Ret.), 
Editor, U. S. Coast Guard Mag- 
azine, Annapolis, Md. 


From the Wilderness 
Coast Skeptic Cries 

To the Editor: I cry from the 
Wilderness. Being surrounded by 
radio commentators, editors and 
others of the same ilk who can and 
do out-cry me, I wonder if, like 
the lost sheep, my cry will be 
heard. 

For months now I have been de- 
uged, ye, even nigh drownded with 
a continuous cry of prosperity 
and good business. I have seeked 
inthe valleys and on the mountain 
tops for some sign of this creature 
anc can find no trace of him, or 
even her. 

I find the unemployment lines 
reater. I find the handouts by gov- 
ernment and state handout depart- 
ments doing a land-office busi- 
hess, but I do not find the elusive 
prosperity. 

find the young fellow who said 
‘ome: “I quit my job paying $45 a 
Week and took one paying $60 
4 veek and now they take out so 
much more withholding tax that 
[have less than I used to get. Tell 
me how that works.” 

“hen I read the wondrous ar- 
tee in AA—the report, city by 
“ity of Christmas business being 
Sreater than that of a year ago. 
Ye: sir, 2 and sometimes 3% 


higher, which screams of prosper- 
ity all over the place. 

Then I check a year of reading 
material where I find that in the 
same period prices have been 
raised from ten to as high as 50%, 
and that an average of 17 to 27% 
higher cost of living has come 
about in this period. 

Then I note that there have been 
the greatest number of people 
working in the history of the U. S. 
during the year of 1948 and then 
I note that the population has in- 
creased several per cent. 

What can I think. What should 
I think. 

Should I assume that editors and 
commentators are ignorant, or 
should I assume that they are all 
lending a hand with the govern- 
ment and big business in feeding 
the grand American public another 
dose of dope. Keeping them in a 
state of numbness that does not 
allow ordinary thinking to assert 


itself. 


Frankly I had thought better of | 
| stick with the wishful thinkers and 


AA. 

I expect no more from the other 
types of publications. The ones 
who climb on the band wagon of 
anyone who looks like the queen 
bee. 

I had expected truth and honest 
from AA and what do I find? Just 
another publication who hasn’t 
the guts to tell the public the 
truth. 

The people of America are bank- 
rupt. Any other business in the 
world that had to kite checks and 
bonds and promises and still re- 
mained in debt and going into 
debt to a greater degree, would be 
closed up in a hurry. 

Anyone who held a job and made 
a report that the market had in- 
creased 30% in dollars and buyer, 
yet showed a 3% increase in busi- 
ness and yelled that he was doing 
a wonderful job, would be out on 


,his ear in a hurry. 


Not that I expect, now, AA to 


do any more than it has done, 
damned be he who would like 
the truth, even though hurting. 
You still know what one of your 
readers thinks. 
CARLETON KAMMANN, 
Sales Manager, Theodose Mfg. 
Co., Santa Monica, Cal. 


Parker Dealers to See 
Dec. 20 ‘Salesense’ 

To the Editor: There appeared 
in your Dec. 20 issue of ADVERTIS- 
ING AGE a particularly interesting 
talk by James D. Woolf, entitled 
“Salesense in Advertising.” 


We would like to reproduce this | 


and send it to a selected list of 
Parker retailers. 

Davin G. WaTRous, 
Advertising Manager, The 
Parker Pen Co., Janesville, 
Wis. 
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Harrison Joins Reach 


Jerome B. Harrison has re- 
signed as vice-president and radio 
television director of French & 
Preston to join the executive staff 
of Charles Dallas Reach Co., New 
York. He will be in charge of new 
business for the New York office 
and will supervise the agency’s 
radio and television activities. 


i i i i 


JAMES D. 
WOOLF 


Copy Consultant 


Recipe for Riches: a human 
want—plus a way to satisfy 
it, skillfully presented. 
Write to me in confidence 
at Santa Fe, N. M. 


Anteater tlre, ll, 


FARM FAMILIES AT THE TOP OF THE SOUTH... 


Have a Grip on 


THE LIFE LINE 
OF AMERICA! 


Mrs. Gibbs (right) helps Swift & Co.’s Martha 
Logan demonstrate meat cookery to a group of 


County Home 


NOTHER 


Tue SouTHERN PLANTER! On 
November 16, Mavis Magee Gibbs, 
Homemaking Editor, won the coveted 
“Life Line of America” trophy for 
farm papers. This award of the Groc- 


Demonstration leaders 
SOUTHERN PLANTER kitchen. 


in THE 


thousands of interested farm women in their own 


“FIRST” has come to 


erv Manufacturers of America to Mrs. 


Gibbs was for her interpretation of 
the American food supply system to 
the 350,000 farm families who read 
her pages every month. 

The well-being of the entire farm 


family at the Top of the South has 


223 Governor St., Richmond 9, Va. 
441 Lexington Ave., New York 17 
333 N. Michigan Ave., 


W est Coast Representative; 
SIMPSON-REILLY, 
Los Angeles, San Francisco, Calif. 


America. 


SERVING THE TOP FARMERS AT 


Mr. Paul S. Willis, President of G.M.A., presents Mavis Gibbs with 
silver trophy bowl for her interpretation of food—The Life Line of 
Editor Dr. Paul Sanders proudly holds THe SOUTHERN 
PLANTER’S plaque of recognition. 


and practices which they, in turn, could pass on to 


communities. Each month more than 350,000 read- 
ers of THe SourHERN PLANTER search its pages for 
help and advice in farming and in living. One 
offer, almost hidden, of 150 tested recipes last July, 
drew 1,107 replies, and more keep coming in every 


month. 


There is wealth in SourHERN PLANTER LAND, a 
wealth of farm business—more than 2 billion dollars 
worth annually;—and a wealth of living where TOP 
farm families want the best and can pay for it. Your 
sales story will find a ready audience and an eager 


one in the pages of THe SouTHERN PLANTER. 


been the first concern, since 1840, of this, the oldest 
farm paper in America. Last year, in its model test 
kitchen—first of its kind in the South—more than 
500 farm home leaders met at various demonstra- 


tions. They learned more about foods, appliances 


Chicago 1 


Lp. 


Tou 


T 
P 


LANTER 


: America’s Oldest Farm Paper — Established 1840 


More farm families in 
this area read The 
Southern Planter than 
any other farm paper. 
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Willard Boosts Ad 
Drive in Magazines 
to Promote Battery 


CLEVELAND—With a substantially 
increased budget for 1949, Willard 
Storage Battery Co. has swung 
into action with a new ad pro- 
gram built around the Master 
Duty battery, leader in the com- 
pany’s automotive line. 

The schedule, calling for in- 
creased space in the new series, 
will run in Collier’s, Country 
Gentleman, Farm Journal, Look, 
Progressive Farmer, The Saturday ' 
Evening Post, Successful Farming | 
and Time. The ads use the famil- 
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PHOTO 
ENGRAVING 
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chicage 6, illinois 


iar red background with diagonal 
white lines, with brief copy 
stressing the 25% additional re- 
serve power and 40 to 71% extra 
cold weather cranking power of 
the Master Duty. Willard’s “Safe- 
ty-Fill” construction also is em- 
phasized. 

Consumers will be told that the 
Master Duty is perfectly suited 
to the modern car because it can 
handle the increased load im- 
posed by many electrical access- 
ories. Because of increased mile- 
age and a higher charging rate, 
the life span of the ordinary bat- 
tery has dropped from 27 months 
in 1935 to about 19 months now, 
according to H. E. Evans, Willard 
merchandising manager. 

Meldrum & Fewsmith handles 
the account. 


Martin Appoints Ramsdell 


Lee Ramsdell & Co., Philadel- 
phia, has been appointed to direct 
the advertising of Martin Labora- 
tories, West Chester, Pa., produ- 
cer of veterinary medicines. Veter- 
inary journals, dairy breed jour- 
nals and direct mail will be used. 


Appoints Petersen 


Roy Petersen, formerly an ac- 
count executive of N. W. Ayer & 
Son, has been appointed advertis- 
ing and public relations manager 
of Magna Engineering Corp., San 
Francisco. 


Cadbury-Fry to Ellington 


Cadbury-Fry, America, Inc., 
manufacturer of branded confec- 
tionery products in England, has 
appointed Ellington & Co., New 


York, to handle its advertising. 


Zippo Sets Magazine 
Drive for Lighters, 
Flint and Fluid 


Braprorp, Pa.—Zippo Mfg. Co., 
maker of pocket and table lighters, 
will launch a campaign in March 
tying in with “gift-giving holi- 
days.” 

Full-page, four-color and black- 
and-white ads will appear in Life, 
The New Yorker and The Satur- 
day Evening Post. Sports Afield 
will carry smaller copy from March 
through June and several business 
papers are scheduled to carry half- 
page ads. 

Initial ads will promote the giv- 
ing of Zippo pocket lighters for 
St. Valentine’s Day. A special cam- 
paign promoting Zippo flints and 
fluid will run concurrently with 
the pocket lighter drive with small 
space ads in Life, Look and The 
Saturday Evening Post. 

A business paper campaign will 
runsin 16 tobacco, jewelry, drug, 
hardware, sporting and apparel 
publications. 

Geyer, Newell & Ganger, New 
York, is the agency. ’ 


Form Personnel Service 

Gene Welk, formerly assistant 
to the publisher of Tide, and 
Polly Polzine, formerly with 
Foote, Cone & Belding on the 
Lucky Strike account, have 
formed a personnel counseling ser- 
vice, to be known as Welk & Pol- 
zine, at 509 Fifth Ave., New York. 
They will specialize in the adver- 
tising, publishing, radio and allied 
fields. 
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The Creative Wan? Corner 


“Beatrice, you’re a woman, or I wouldn’t have married 
you: tell me, what do you use for our wash?” 

“What do you mean, what do I use for our wash?” 

“IT mean what kind of soap—or detergent.” 

“Why, I use Tide.” 

“Why?” 

“Because I like it. Why should I use it?” 

“But that doesn’t make an advertising theme. You can’t 
say, ‘I use Tide because I like it.’ You must have a reason. 
Do you use it because it sweeps in a new washday?” 

“Don’t be silly. What do I want a new washday for? I 
have enough of them right now.” 

“Please don’t quibble. Do you use it because it gives you 
the world’s CLEANEST wash, because it actually BRIGHT- 


Procter & Gambles new 777E has swept in a wonderful — 


NEW WASHDAY' 


Mo soap—no other “suds” '~mo other washday product = =— eee, 
known—will get your family wash as CLEAN as Tide! "ay 


ap gle nn sane foo cole 


TIDE WORKS EXTRA MIPACLES IN BARD WATER! OCEAN 


ENS colors, because it turns out the world’s WHITEST 
wash?” 

“I wish you’d get a new job. You used to speak so normally 
when you—” 

“Look. Please. I’m trying to get the woman’s point of 
view. Do you use Tide because it keeps our clothes dazzling 
white week after week? Because it’s a granulated hymosol 
product? Or because it’s a washday miracle?” 

“Will you please stop talking nonsense. I used Tide in the 
first place because it was something new. That was why I 
used Dreft and Vel and—well, lots of other soap powders.” 

“But Tide isn’t a soap. It’s a granulated hymosol product.” 

“I don’t care what it is. I like it.” 

“Darling. Look. I’m on my knees. You used it first because 
it was new. Why do you use it now? I want a reason. What 
would you say if you recommended it to some other woman?” 

“Well, I’d probably say, ‘Have you ever tried Tide? I 
think you'd like it. I find it a lot better than other soap pow- 
ders because I don’t have to use borax with it, and I don’t 
have to use as much of it. I find I get a lot more suds with 
less of it.’ And please stop breathing so-heavily. If you asked 
me sensible questions to begin with, I could give you sensible 
answers. I told you in the first place, I use Tide because I 
like it. What’s wrong with that?” 


185 North Wabash Avenue 
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Scap, Cereals 
Hold Top Spots 
on Major Nets 


N.w YorK—Procter & Gamble 
‘o., Cincinnati, was the top adver- 
iser on NBC with nine programs 
and CBS with 11 shows during 
1948. Dancer-Fitzgerald-Sample, 
jew York, was the agency with top 
pilling on NBC, CBS and ABC. 

General Mills, Minneapolis, was 
the leading advertiser on ABC, and 
Ralston Purina Co. led the list of 
Mutual sponsors. Cecil & Presbrey, 
New York, which three years ago 
placed less than $500,000 in time 
billings on MBS, topped the agency 
list in 1948 placing time with MBS 
with $2,049,850. 

NBC’s top ten advertisers, in 
order, during 1948 were: P&G, 
Sterling Drug, General Foods, 
Miles Laboratories, Colgate- 
Palmolive-Peet, Liggett & Myers, 
American Tobacco, American 
Home Products, General Mills and 
Kraft. 


s Top ten agencies placing time 
on NBC last year were: D-F-S; J. 
Walter Thompson Co.; Benton & 
Bowles; Batten, Barton, Durstine 
& Osborn; Wade Advertising; Biow 
Co.; Newell-Emmett Co.; Young & 
Rubicam, Duane Jones Co. and 
Leo Burnett Co. 

The ten leading advertisers on 
CBS in 1948, in order, were P&G, 
Campbell Soup, Lever Brothers, 
General Foods, American Home 
Products, Liggett & Myers, Gil- 
lette (Toni), General Electric, 
Armour & Co. and Coca-Cola. 

Leading agencies on CBS were: 
D-F-S, Y&R, Foote, Cone & Beld- 
ing; Ward Wheelock Co.; BBDO; 
Compton; Newell-Emmett; Benton 
& Bowles; Ruthrauff & Ryan and 
McCann-Erickson. 


s General Mills led the list of top 
ten advertisers on ABC, followed 
by P&G, Hilco Corp., Swift & Co., 
Sterling Drug, Quaker Oats Co., 
Libby, McNeill & Libby, Toni di- 
vision of Gillette, Westinghouse 
and U. S. Steel Corp. of Delaware. 

Top ten agencies on ABC for 
1948 were: D-F-S, JWT, McCann, 
BBDO, Compton, Hutchins Adver- 
tising, Kenyon & Eckhardt, FC&B, 
B&B and Kudner. 

The MBS top advertisers last 
year were Ralston, Philip Morris 
& Co., Bayuk Cigars, Miles, Car- 
ter Products, Serutan Co., Gen- 
eral Motors, R. B. Semler, Kaiser- 
Frazer Corp. and Pharmaco. 

Top ten agencies placing pro- 
grams on MBS last year were 
Cecil & Presbrey, R&R, Sullivan, 
Stauffer, Colwell & Bayles, Wade 
Advertising, Gardner Advertising, 
William H. Weintraub & Co., Neal 
D. Ivey Co., Kudner, Erwin, Wasey 
& Co, and Roy S. Durstine, Inc. 


Motheral Appointed V. P. 


‘toger Motheral, central dis- 
trict manager in Cleveland, has 
been named vice-president in 
charge of eastern sales of Gulf 
Pu»lishing Co., Houston, publisher 
of World Oil, Petroleum Refiner 
an! oil industry composite cata- 
logs. Mr. Motheral will make his 
he.dquarters in New York. Wil- 
liam E. Westfall, of the Houston 
office, has been appointed to suc- 
ce-d Mr. Motheral as manager of 
th central district in Cleveland. 


Wood Promotes Simpson 


%. W. Simpson, vice-president 
1 sales manager, has been ap- 
pt nted vice-president and general 
Sa es manager of the John Wood 
M g. Co., with plants in Consho- 
hc cken, Pa., and Chicago. 


A 


ar 


points Riley Jackson 

Riley Jackson has been ap- 
Pcinted radio and television di- 
te-tor of Mogge-Privett, Inc., Los 


Al geles agency. 


i? 


15 YEARS’ SERVICE—Gertrude Hall (left) and Mrs. Lucia Peabody (right) thank 
J. M. Mathes, president and founder of J. 
watches and medals they received to commemorate 15 years’ service with the agency. 


M. Mathes, Inc., New York, for the gold 


United Names Van Orden 


Louis J. Van Orden, former sales 
manager of Motoys, Inc., New 
York, has been elected president 
of United Manufacturers, Inc., New 
York. 


Ford Motor Appoints Reith 


F. C. Reith has been appointed 
assistant manager of the business 
management division of the sales 
department of Ford Motor Coa., 


Detroit. 


Ohmer Elected President 
of New Wrinkle, Chadeloid 


Robert F. Ohmer, formerly vice- 
president in charge of administra- 
tion of Hydraulic Press Mfg. Co., 
Mt. Gilead, O., has been elected 
president of New Wrinkle, Inc., 
and Chadeloid Corp. New Wrinkle 
is licensor of more than 200 in- 
dustrial finish manufacturers un- 
der its Wrinkle finish patents, and 
Chadeloid Corp. serves nearly 100 
licensee manufacturers of its pat- 
ented wood stain formulations. 
Main offices of New Wrinkle will 
be moved from Dayton to Chi- 
cago; laboratories will remain in 
Dayton. 

Mr. Ohmer was formerly pres- 
ident of New Wrinkle from its 
inception until the middle of 1942 
when he joined the Army Aijr 
Force. 


Sternberg Joins Agency 


H. Sumner Sternberg, former 
advertising and merchandising 
consultant and president of H. 
Sumner Sternberg Associates, New 
York, has joined Wortman, Barton 
& Goold, New York, as vice-presi- 
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dent and director of merchandis- 
ing. He will officiate with Elbert 
B. M. Wortman, president of the 
agency, as co-chairman of the plan 
board and new business division. 


Signs for Transit Radio 

Yankee Network has signed the 
Worcester Street Railway, Wor- 
cester, Mass., for the installation 
of Transit Radio in the New Eng- 
land states. Radio programs will 
be beamed from WGTR-FM, 
Yankee affiliate in Paxton, Mass. 


La Crosse to Erwin, Wasey 
Erwin, Wasey & Co., Minneapo- 
lis, has been retained to handle 
the advertising of La Crosse 
Breweries, Inc., La Crosse, Wis. 


When you 
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WM. F. RUPERT 


RECENT =| compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
BIRTH for the past fifty years. 
90 Fifth Ave., New York 11 
LISTS CH 2-3757 
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With the help of vital spot news in the Journals of Commerce, 
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executives make their stop-or-go decisions 


PLans for production, selling and buy- 
ing must be made in the light of current 
facts. Often today’s facts create tomor- 


row’s trends. 
That is why, 


business and industrial executives scan 
their Journal of Commerce, interpret the 
facts and make decisions to meet indi- 


cated conditions. 


For these men of top management, the 
Journals of Commerce spotlight all the 
significant news for business and industry. 
These complete daily business newspapers 
are edited solely for business, industrial and 


each morning, 200,000 


financial interests. Spot dispatches from a 
world-wide staff and exclusive business- 


angled news features, funneled down to 
the specific interests of management ex- 
ecutives. And to these executives the 
Journals of Commerce bring the day’s 


most vital news. 


- No other source of business news is as 
complete and authentic as the Journals of 
Commerce, the daily newspapers that 
serve as industry’s traffic light. 
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Do you advertise a business product or service? A commercial 
or industrial commodity? A consumer product with a top- 
income market? Have you securities to sell in a market that 
has capital to invest? Do you have an institutional message 
for top management? 
Write or telephone for the Story of the Greater Journal of 
Commerce Market and rate cards. One order buys either or 
both, for sectional or nation-wide coverage. Get to the men 
who DECIDE ... in the dailies that HELP them decide. 


MANAGEMENT’S GOOD RIGHT HAND 
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Young Names MacDonald 

Rod MacDonald, formerly med- 
ia director and account executive 
in the San Francisco office of 
Botsford, Constantine & Gardner, 
has been named an account exec- 
utive of Robt. B. Young Adver- 
tising Agency, San Francisco. 


Sunny Kay joins Lewin 


Sunny Kay, formerly head of 
copy at Williams Advertising 
Agency, has joined the copy de- 
partment of A. W. Lewin Co., New 
York. 


Milani Appoints Jordan 

Jordan Co., Los Angeles, has 
been appointed to handle the ad- 
vertising of Louis Milani Foods, 
Inc., Maywood, Cal., effective Feb. 
18. 


Printing buyers say 
we do a good job 
of offset printing 


FINE OFFSET PRINTING 


The Veritone Co., 2701 Lehmann Court 
Chicago 14 EAstgate 7-8885 


You Ought toKnow . . . 


When Walther Buchen was nine 
years old, he read a book about 
Africa which made a great impres- 
sion upon him. He never forgot it. 
It was called “Stories of the Gor- 
illa Country,” and was written by 
Paul B. Du Chaillu. Young Wal- 
ther decided then and there that 
he would one day go on a hunting 
expedition to the Dark Continent. 

It was almost 50 years later 
that his plan was carried out, 
though in the meantime the boy 
had become a man who won a rep- 
utation as a big game hunter on 
the American continent. He shot 
grizzlies in the Rockies, and made 
a number of trips to the Yukon 
country of Alaska for moose, cari- 
bou and other big game. He even 
arranged that African expedition 
for 1942, but world events at that 
time forced a postponement. 

He pushed off from Chicago last 
May 9, however, and accompanied 
by Mrs. Buchen, his companion on 
many other hunting expeditions, he 
sailed for Cape Town on a Robin 
line freighter which took 18 days 
for the journey. South Africa was 
not the objective of the expedition, 
however, but the Nairobi area of 
East Africa, which was reached by 
air, a mere 2,500 miles from Cape 
Town. Nairobi is an outfitting cen- 
ter where hunters get their equip- 
ment and organize their safaris. 


ws The actual hunting the Buchens 
carried out was in Tanganyiki 
and Kenya, mandated British terri- 
tories. The safari of the modern 
hunter, who incidentally pays the 
governmént $500 for a general 
hunting license and a few hundred 
more for special licenses to shoot 
elephants and rhino, is most unlike 
the picture book versions showing 


Walther Buchen 


| lines of native bearers carrying 
| packs single file through the jung- 


les. East Africa is upland country, 
covered with grass and some trees, 
but not too difficult to traverse. The 
safari travels in two trucks, one 
equipped to take care of the hunt- 
ers and white guides, and the other 
carrying the 15 natives and their 
equipment, including tents, food, 
water, gasoline, medical supplies, 
etc. 

After camp is pitched, the hunter 
and the guide go off on foot in 
search of game. Walther Buchen 
went after elephants, and got two, 
as well as a couple of lions, a 
rhino and many other smaller ani- 
mals, such as eland, zebra and 
small antelopes like the dik-dik. 
He admits that shooting elephants 
is most dangerous, because the 
African species is big—usually 10 
to 12 feet tall, and weighing six 
to eight tons. Their thick skulls 
make a lethal shot difficult, and 
hitting the heart on the first try 
is not too easy, either. Further, 
when an elephant is shot at short 
range, and the herd stampedes, 
there’s no telling just which way 
they will run. Hence the 70-pound 
tusks he brought home represented 
not merely accurate shooting, but 
nerve in the face of monsters 
which at 25 yards could have been 
rather difficult. - 


a Walther says that because a lion 
can be shot at much greater dis- 
tance, and also can be disabled if 
not killed by the initial shot, the 
hunter doesn’t have much to worry 
about with the king of beasts. The 
rhino, on the other hand, is plain 
mean, and his big horn is usually 
turned in the direction of the hun- 
ter when he scents his approach. 


FIRST FACT FOR 1949 


...and it’s a market worth your intense sales 


coverage. 1,321,400 people spent $654,- 


888,000 last year in retail stores... Let 


WSIX help make your sales effort a success 


in its 60 BMB counties —the Nashville retail 


market area plus! No wonder so many 


sponsors count on WSIX year after year for 


results ! 


as ees 


and WSIX-FM «+ 


ABC AFFILIATE 


* SOOO W + 980 KC 
71,000 W + 97.5 MC 


National Representative: THE KATZ AGENCY. INC. 


WSIX gives you all three: MARKET, COVERAGE, ECONOMY 
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THE BUCHENS IN AFRICA—Mr. and Mrs. Walther Buchen pose beside an eland 
shot by the Chicago agency head during the Buchens’ African hunting trip 


When asked about snakes and 
other difficulties of life in the Af- 
rican outdoors, Walther dismissed 
the matter with a casual, “Oh, 
there are not many in that part of 
Africa—just a few cobras.” 

Mrs. Buchen did not care for 
shooting the heavy elephant rifles, 
and used lighter guns in hunting 
guinea hens, grouse and small 
game. She and Mr. Buchen also 
took several thousand feet of mov- 
ies, in color, and these are now 
being edited and titled for the edi- 
fication of friends who want to see 
close-ups of an African big game 
hunting expedition. Most of the 
skins, tusks and other trophies 
will be given to museums and 
friends who have facilities for 
properly displaying them. A lion’s 
head is going to the Adventurers’ 
Club, famous Chicago sportsmen’s 
organization. 


ws Before and after the hunting 
trip, Mr. Buchen called on dis- 
tributors of his clients in Africa, 
and later in Italy, France and 
Great Britain, which he visited be- 
fore returning to the United States. 
He also contacted agency connec- 
tions of the Buchen Co. in the 
countries he visited. His impression 
is that Africa is a great market for 
American industrial products, 
though current dollar controls re- 
strict sales, and that Italy is rapidly 
improving its economic position. 
He is not too optimistic about 
France. 

Walther Buchen’s agency cele- 
brated its 25th anniversary last 
year. It has won a reputation for 
handling acounts in the field of 
capital goods and _ services for 
home, farm and industry, and 
while no billings figures are pub- 
lished, it is easily within the 
$5-$10 million classification. The 
agency was begun when Walther 
took over the old Husband & Tho- 
mas organization in Chicago after 


—_ 


eight years’ experience with J 
Walter Thompson and Erwin, Wa- 
sey, his last connection before 
starting his own business being 
plans and production director in 
JWT’s Chicago office. 


w Tall, dignified and rather as- 
cetic looking, Walther Buchen re- 
minds one of a college professor, 
which is natural, since he taught 
English for four years at the Uni- 
versity of Illinois before entering 
the agency business in 1915. His 
old friend Maurice Needham, now 
head of Needham, Louis & Brorby, 
encouraged him to believe that an 
English professor with an M. A 
degree could turn his talents suc- 
cessfully to advertising, and helped 
him to make his first connection 
with the Thompson agency in Chi- 
cago. He has no reason not to fee! 
proud of that piece of proselyting 
for the business. 

Getting back to the African 
hunting trip, Walther Buchen was 
asked the other day how he would 
sum it up, and he replied, charac- 
teristically, “Getting back home af- 
ter five months in other parts of 
the world should convince anyone 
that the United States is the great- 
est land on earth in which to be 
born, to live and to work.” 


Rieger Joins Pepsi-Cola 

John Rieger, former assistant 
sales manager of Coca-Cola Bot- 
tling Co., New York, and general 
sales manager of White Rock, has 
been appointed vice-president 0! 
Pepsi-Cola Metropolitan Bottling 
Companies in charge of all com- 
pany-owned bottling plant oper- 
ations in the United States. 


Joins Griswold-Eshleman 


Ted R. Meredith, formerly with 
Norman Malone & Associates, Ak- 
ron, has been named assistant di- 
rector of media and research 0 
Griswold-Eshleman Co., Cleve- 
land. 


123 N. WACKER DRIVE 


GIANT PRINT BOOK 


Photo Blow-ups in action! That's what : 
you'll find in this sparkling book. 
Packed with profitable ideas, it's 
YOURS with our compliments. 


Rapvew Copy SERVECE. enc. 
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Pennsylvania's Ad 
Program Set; Ask 
to Increase Budget 


HARRISBURG, Pa—The common- 
weeith of Pennsylvania is now 
reaching out to bring new industry 
to the Keystone State. It is also 
very much interested in bringing 
in thousands of tourists during 
the coming year. 

To do that, the state is expend- 
ing $200,000 a year to advertise 
its tourist attractions in 23 news- 
papers and 26 magazines, and its 
industrial availabilities in eight 
business magazines and nationally 
circulated newspapers. 

In addition, the Department of 
Commerce of Pennsylvania has 
made up a number of brochures to 
mail to industrial prospects. A 
number of motor club, educational 
and tour books are also on the) 
state’s advertising budget. 

Industrial ads are being placed 
through Ketchum, MacLeod & 
Grove, Pittsburgh. Tourist adver- 
tising is being handled by Ben-| 
amin Eshelman & Co., Phila- | 
delphia. 


s Plans are in the making to ex- | 
pand the advertising budget. A) 
bill for this purpose is being pre-| 
pared for introduction to the new | 
legislature, which convened here | 
on Jan. 3. 

Media being used for industrial 
advertising includes Business 
Week, Chicago Journal of Com- 
merce, Fortune, New York Journal 
of Commerce, New York Herald 
Tribune, New York Times, United 
States News & World Report, Wall 
Street Journal, 


Tourist advertising is being 
placed in Delaware, Illinois, Mary- 
land, Massachusetts, Michigan, 


New York, Ohio and the District 
of Columbia. 

The state’s brochure, printed in 
black and white with a two-color 
cover, boasts that Pennsylvania 
leads where industry has a free 
choice of picking locations for its 
plants. The booklet offers figures 
on current expansions in the state, 
mentioning General Electric, Cur- 
tis Publishing Co., Crucible Steel, 
Phileo Corp., Westinghouse, RCA, 
Koppers Co., Allis-Chalmers and | 
Aluminum Company of America. | 


STA Plans Annual Exhibit 


The Society of Typographic Arts 
will open the 22nd annual exhibi- 
tion of design in Chicago printing 
March 12 at the Art Institute of 
Chicago, Gallery 11. The deadline 
for entries, which should be sent 
to William Fleming, chairman of 
the exhibition committee, 874 N. 
Wabash, Chicago 11, has been set 
for Jan. 28, 12 noon. Judges are: 
E. Willis Jones, designer; John 
Olson, art director of Leo Burnett 
Co, and Herbert W. Simpson, 
printer, Evansville, Ind. 


Insurance Firms Name Smith 


Wayne Smith, formerly head of 
advertising of Globe Milkers Co., 
Des Moines, has been appointed 
supervisor of home office sales 
n charge of promotion and ad- 
ve'tising for the three Iowa Farm 
Bureau Federation insurance com- 
baiiles—Iowa Life Insurance Co., 
lo\ra Farm Mutual Insurance Co. 
an'| Iowa Hail Insurance Co. 


Tvo Name Stauffer Agency | 


_ red J. Stauffer, Advertising, 
York, Pa., has been retained to) 
na dle the advertising of York- | 
Hc over Corp., York, manufacturer | 
of truck bodies and caskets, and 
Ycck Studios, York, designer and | 

ributor of Yorkraft Pennsyl- 
ailia Dutch greeting cards and 
git items. 


G:aham Joins Austrian 


_3tanley R. Graham, formerly on | 
‘hn copy staff of Kenyon & Eck- 
la-dt, assistant account executive | 
f Grey Advertising Agency and 
Co}.y director of Reingold Co., has | 


Joined Ray Austrian & Associates, | 


New York, as copy director. 


| sales of Sharp & Dohme, 


Appoints Rippey Agency 
The Colorado State Flower 


Growers Association has placed 


its advertising with Arthur G. 
Rippey & Co., Denver. A series 
of eight four-color pages will 
run in House & Garden, starting 
with the January issue. Florists’ 
Review and Southern Florist & 
Nurseryman also will be used. 
“The Divine Flower,” a 16 mm, 
full-color motion picture, featur- 
ing Colorado carnations, is now in 
production. 


Joseph to MacDonald-Cook 


The Chicago office of Mac- 
Donald-Cook Co. has been ap- 
pointed to handle the advertising 
of Joseph Salon Shoes, Chicago, 
Evanston, Ill., and Beverly Hills, 
Cal. Women’s publications and 
local newspapers will be used. 


Sharp & Dohme Boosts Bill 


John G. Bill, general sales di- 
rector, has been elected vice- 
president in charge of domestic 
Inc., 
| Philadelphia. He joined the com- 
pany in 1925 as a sales represent- 
ative in the New England district. 


Blind Betty Clark 
Goes on Air for 
Ritter Co. Foods 


PHILADELPHIA—The P. J. Ritter 
Co. inaugurated a series of unique 
radio programs on Jan. 16, over 
the American Broadcasting Co., to 
help bring the story of its food 
products to the nation. 

The program, scheduled for Sun- 
day at 3:15 p.m., EST, will star 
the little 12-year-old blind singer 
and entertainer, Betty Clark. Her 
unusual voice is attributable to the 
fact that she has been sightless 
since birth. Betty, who sings, plays 
piano, dances and roller skates, 
will read her portion of the script 
from Braille. The entire script 
will be written in poetry of the 
Edgar Guest style. 

The program will promote Ritter 
tabasco-catsup, regular style cat- 
sup, chili sauce relish and White 
Label beans in glass jars on the 
program. 

whe program is being produced 


It will originate 


wm 


by the Clements Co., Philadelphia. 
in Radio City, 
New York. 


Joins Eggers-Rankin 


Harold C. Mueller, formerly in 
the art departments of Olian Ad- 
vertising Co. and Gardner Adver- 
tising Co., has been named as- 
sistant art director of Eggers- 
Rankin Advertising Service, St. 
Louis. 


Graham Joins Gross Agency 

Mrs. Lani Jones Graham, for- 
merly on the continuity staffs of 
Stations WTIC and WDRC, Hart- 
ford, Conn., has joined the copy 
department of Gross Advertising 
Agency, Hartford. 
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Three Appoint Mace Agency 


Mace Advertising Agency, Inc., 
Peoria and Quincy, Ill., has been 
named to handle the advertising 
of Bird Provision Co., Pekin, IIL., 
packer of meat products, using 
radio and newspapers; Bachtold 
Bros., Inc., Forrest, Ill., farm ma- 
chjnery, using farm and trade pub- 
lications, and Knapheide Mfg. Co., 
Quincy, truck bodies, using farm 


papers. 


Names Beaumont & Hohman 


Beaumont & Hohman, San Fran- 
cisco, has been named to handle 
the 1949 advertising and public 
relations program of the North- 
ern California Food Dealers’ As- 
sociation, Sacramento, Cal. 


LAURENCE, INC. 


tor eit. oo 
(Mate engravings: 


4 aut ChARK STREET . enceme.: ° WABASH. 6284, 


INVITING YOUR ENTRIES FOR THE 


oeanmuas DEL 


t BOOK 


OF NEWSPAPER ADVERTISING 


On behalf of the newspapers of America, the Bureau of Advertising invites 


you once again to submit your entries for its annual compilation of 


outstanding campaigns using national newspaper 


THE BLUE Book is issued each year not only as a record of successful 


space as a major medium. 


campaigns but, more importantly, as a working tool for all creators of 


advertising 


of requests 


who make newspapers their medium. The year-round stream 


from advertisers and agencies indicates that THE BLUE Book 


occupies a unique place in the practical advertising literature of our times. 


The 1949 edition, devoted to noteworthy newspaper campaigns of 1948, will be 


published in the early spring. Deadline for all entries will be February 10, 1949. If 


you have not already received official entry forms—or would like additional 


forms for entering additional campaigns, mail the coupon today. 


Buwrvedu of A CO0SNG 


AmMERtiCaN NEWSPAPER KPUBLtESHMEBS ASHSOCHATION 


370 Lexington Ave., New York 17 * 360 North Michigan Ave., Chicago 1 * 240 Montgomery St., San Francisco 4. 


NEW YORK 17, N.Y. 


Please send me 
ADVERTISING. 


Name__ 
Company 


Address 


BUREAU OF ADVERTISING, ANPA 
370 LEXINGTON AVE. 


Pe a ee ee eee ee ee 


i 


official entry forms for the 1949 BLUE BOOK OF NEWSPAPER 
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NEW JERSEY'S FOURTH LARGEST MARKET | 


~ 


NO COMPETITION 


CANNOT BE SOLD 


2 
a all FROM THE OUTSIDE 


You are betting on a sure thing when 
you place your advertising in THE 
BAYONNE TIMES. . There is no 
competition in Bayonne—no other 
newspaper or combination of papers 
can sell E Bayonne. Only THE BAY- 
ONNE TIMES with its 93% home 
delivery can sell Bayonne. 


Send for the TIMES Market Data Book 
THE BAYONNE TIMES 
NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 


295 Madison Ave., W. Y. - 228 W. LaSalle St., Chicago 


Newspapers Best Ad 


Medium, Say Radio, 
Appliance Dealers 


Cuicaco—Radio and appliance 
dealers much prefer that a man- 
ufacturer use newspapers and 
magazines rather than direct mail 
or national or local radio. 

This is pinned down in detail 
by the National Appliance and 
Radio Dealers Association through 
a survey of its members on their 
estimate of the relative value of 
these media. 

Asked for their opinion as to 
which of five media are most 
helpful in moving radios and ap- 
pliances, 51% of the dealers ranked 
newspapers highest. Twenty-eight 
per cent called magazine ads most 
helpful, against 15% naming di- 
rect mail, 5% national radio and 
1% local radio. 

Only 8% of those responding to 
the request on preferences listed 
newspapers fourth or fifth, com- 


pared with 24% ranking magazines 
fourth or fifth, 52% putting na- 
tional radio in the last two places, 
57% putting direct mail fourth or 
fifth and 58% putting local radio 
in the last or next to last place. 


Two Join Erwin, Wasey 


David Rose, formerly with 
Weinberg Advertising Co., has 
joined the art department of Er- 
win, Wasey & Co., Los Angeles. 
Ben La Master, formerly a copy- 
writer in the Los Angeles office 
of Lennen & Mitchell and with 
Dan B. Miner & Co., has been 
added to the creative staff. 


Opens Pueblo Branch 


Advertising Unlimited, Denver, 
has opened a branch office in 
Pueblo, Colo. W. B. Rodgers, form- 
erly of Rodgers Agency, Pueblo, 
will manage the new branch. 


Goodfellow Elected V.P. 


Bruce C. Goodfellow, sales man- 
ager, has been elected vice-presi- 
dent in charge of sales of Nuodex 
Products of Canada, Leaside, Ont. 
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Whose influence is greatest? 
It’s pretty hard to say exactly how much young Jimmy’s opinion weighs in 


the selection of the ne 


w car, 


You can’t even draw a hard and fast line and 


say how many husbands influence the purchase of a fur coat or refrigerator— 


or how much family planning goes into the choosing of new furniture. 


Fortunately, 
the Star Weekly you 


families than any other publication can reach for you. 


reach women mainly, 


reach more men, 


more women, 


in Canada, it isn’t too serious a lack of knowledge because in 


more children, more 


So if you want to 


or men mainly the Star Weekly will give them to you 


and throw in the rest of the family as a possible second line of attack. 


We're a family publication 


and become more families? 


The Cost of Advertising in the Star Weekly 


A colorgravure page costs $3,300. 
than half a cent a message. 


tion from color artwork positives or 


transparencies. 


less 


Reproduc- 


homo 


and remember how quickly families grow up 


The STAR WEEKLY 


PUBLISHED AT 80 KING STREET, WEST, TORONTO, CANADA 
Montreal Office. University Tower 
U.S Representatives: Ward-Griffith Co. Inc. 


THE STAR WEEKLY REACHES ONE OUT OF EVERY TWO ENGLISH-SPEAKING URBAN HOMES IN CANADA 


Advertising Age, January 24, |949 


A fortune... 


(This contribution to 


this corner.) 


Psychiatrically Speaking 


The World’s Great Thinkers, we are told, 
Were not immune to worry. 

That’s odd, we think: 
Were folks in such a flurry? 


“Great Thinking” was supposed to make 
For outlooks more serene; 

For “minds content” it didn’t take 

what I mean! 


Yet now we read, in ads dreamed up 

To sell THE WORLD’S GREAT THINKERS, 
That these old birds were all steamed up 
And worried—Were they stinkers? 


Were they obsessed by sense of guilt? 
Did they feel insecure? 

Were they all frazzled to the hilt? 
The answer is: WHY sure! 


—Frances Mae Ballack 
Copy Director, San Francisco office, 
Abbott Kimball Company of California 


“AA’s poets’ 
another light till now hidden under the well-known bushel. 
It’s surprising what poets will still do for no pay, and 
considering that the editor is sole judge of their merit for 


—, 


In days of old 


corner” uncovers 


Largest Ad Drive | 
Is Mapped for New 
‘Flo-Control’ Pen 


Los ANGELES—A new “Flo-Con- 
trol” point will figure heavily in 
1949 advertising of Flo-Ball Co. 
for its ball point pen, though the 
company also may feature “im- 


portant new ink developments” it 
still has under wraps. 
The new campaign, concen- 


trated in the spring and fall, will 
employ the largest number of pub- 
lications to date for this manu- 
facturer. Consumer copy will stress 
the theme “Controlled Perform- 
ance,” with the Flo-Control point 
assuring a more even flow of ink 
than formerly. 

Flo-Ball will use large-space 
ads in The American Weekly, Met- 
ropolitan Group and Parade, as 
well as the Sunday rotogravure 
sections of the New York Mirror 
and Times; and a consistent sched- 
ule throughout the year in Coro- 
net, Good Housekeeping, Life and 
Look. The consumer campaign will 
be backed by extensive business 
paper space, newspaper mats for 
retailer use, window and counter 
displays, and consumer booklets. 

Promotion of the new Flo-Con- 
trol pen is handled through the 
company’s New York office. Bri- 
sacher, Wheeler & Staff, New York, 
is the agency. 


Chapman Valve Appoints 5 


J. H. Wahl has been appointed 
sales department manager of 
Chapman Valve Co., Springfield, 
Mass. Other division sales mana- 
gers named are: F. A. Hunter, oil 
and gas divisions; D. M. Belcher, 
water works division; J. A. Cerow, 
steam utilities division, and D. M. 
McIntosh, industrial division. 


Canada Dry Bottling 
Plants Quadrupled 
Over 13 Years 


New YorK—The completion of 
the plant expansion program 
which Canada Dry Ginger Ale, 
Inc., has been working on since 
1935 was announced by President 
R. W. Moore at the company’s an- 
nual stockholders meeting. 

Canada Dry this year will in- 
crease its advertising and pro- 
motion budgets, Mr. Moore said. 

The 13-year development more 
than quadrupled the number of 
bottling plants operated by Can- 
ada Dry in the United States 
Further expansion will be carried 
out by means of licensing other 
bottlers to produce the complete 
Canada Dry line, Mr. Moore said 
Under this program 75 bottlers 
started operations during the 1948 
fiscal year and recent openings 
have brought the total to 87. 

The president observed that at 
its start in 1935 there were only 
six Canada Dry plants, which 
were brought up to 22 plants at 
the end of the war. Since then 
seven new plants were built. 


Appoints Honaker 

Paul L. Honaker, who was [for- 
merly with Hearst Advertising 
Service, New York, and operated 
his own agency in Phoenix, has 
been named an account executive 
of California Transit Advertising, 
Inc., Los Angeles. 


Appoints Henley Sales Chie! 


Raymond L. Henley has been “p- 
pointed sales manager of the 
special products division of Na- 
tional Enameling & Stamping “o:, 
Milwaukee. He will develop s: !es 
of stainless steel ware and pressure 


pans. 
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© Daily List Maintenance! 


PUBLISHERS: 


Phone 


SUFFERING FROM 


= dm FALLING CIRCULATION 


COMPLETE CIRCULATION MANAGEMEN 


Falling circulation can place any publication in an emb: 
rassing position. Many publishers of paid or controlled pt 
lications have solved this problem by turning all of th: 
circulation worries over to us. 

Our service includes: 
© Regular Renewal Follow-up! © Caeenpies Sales Promo. ¢ Atsoeesiog and Comp’ * 


FOR BUSINESS PUBLICATIONS 


ulfillment Service! 


oun 4 Statements, Micre-rec- ouinaamn Newsstand 
Correspondence! tribution! 


ords and 


Want more information? Write or call: 
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e\y Freedom Forum’ 
‘or inars Announced 
by FC&B Chairman 


Continued from Page 1) 
g «ne week each month there-— 
fer will concentrate on economic | 
uc. tion, plant programs and) 
ng the American way of life. | 
hey will be supervised and con- 
olled by Dr. Benson and run by 
en Wells, the committee’s direc- 
r of operations, on a half-time 
assis) Mr. Wells will devote the 
mainder of his time to work in 
. committee’s New York office. 
Ten of the seminars will be 
eld annually at the southern col- 
pge, Mr. Belding continued, and 
yo will be conducted in New 
ork during the summer months. 
e added a guarantee that the 
ompany cost of participating in 
he forum “will be returned a 
mousand-fold through the direct 
nefits to be gained in production, 
ecurity and protection for our way 
{ life.” 


pac! 


e 


Total fee for the first ‘Feb. 27- 
farch 5 seminar is $95, including 
eals, dormitory room, all neces- 
ary materials and a _ published 

sume of the proceedings. Hard- 
ig College faculty members who 
ill take part include Dr. Benson, 
Dean L. C. Sears, Prof. Neil Cope, 
ssociate Prof. Clifton Ganus and 
arl Nater, executive assistant io 
he president. Other instructors 

ill be Mr. Wells; Jack Smock; 
hairman of the joint committee’s 
reative committee; T. C. Kirk- 
patrick, managing editor, “Coun- 
erattack”; Dr. Millard Faught, 
lew York, and a “yet-to-be selec- 
ed top industrialist who has a 
uccessful program of employe ed- 
cation operating.” 

Not more than 200 will be ac- 
epted at each forum, Mr. Belding 
bxplained, and applications for the 
irst, second or third seminar 
hould be sent to Freedom Forum, 
arding College, Searcy, Ark. 

The college’s full facilities will 
ack the project, Mr. Belding said, 
vith the scope of this work in- 
‘luding more than 1,500 news- 
apers which carry Dr. Benson’s 
olumn, 200 radio stations, 1,000 
ompany publications, and seven 
olor motion pictures now under 
way. Twenty-five thousand bro- 
hures announcing the “Freedom 
orum” were being mailed last 
week, 


The forthcoming seminars will 
e a part of the committee’s three 
asic programs. Reporting on the 
hird phase, a long-range educa- 
ional campaign directed at the 
‘lergy, educational forces, foreign 
students and every segment of the 
people at the local level, Mr. Beld- 
ing said agreement has been 
reached on the proposal that this 
activity be handled by the Ameri- 
can Heritage Foundation. Lack of 
anew executive officer is holding 
Up progress, but the job may be 
incer way by mid-summer. 

I is high time that a “World 
Freedom Center” be established in 
America, Mr. Belding said, and he 
wged the foundation to establish 
suc: a headquarters as part of its 
hev program. The center, he ex- 
planed, could display replicas of 
doc iments carried by the Freedom 
Tra n; welcome visitors from every 
Par of the world; send out “a) 
‘on inuous flow of information | 
anc inspiration” to local commit- 
‘ee, and serve as a headquarters 
‘frm which the advertising and 
bu’ licity cooperation in selling our 
're doms, both economic and poli- 
te: |, would be released.” 


Yoing Appoints MacDonald 


!od MacDonald has been ap- 
bOiited media director and ac- 
‘OLnt executive of Robert B. 
Yong Agency, San Francisco. He 
‘Ornerly held the same pusition in 
the San Francisco office of Bots- 
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PRESTIGE COPY—Dr. Pepper Co.'s new headquarters building in Dallas is featured 

in this editorial-style color page that appeared exclusively in The Saturday Evening 

Post Jan. 15. Succeeding Post insertions will be full-color bleed half pages, and 

two-color half pages will appear in Life. Color pages are scheduled for a substan- 
tial list of trade publications. 


for, Constantine & Gardner. 


AR <5 
ae 


De ats Bee CBA oA os mie OE oR oP 4 


Council Drive 
Needs Help Now, 
Mortimer Warns 


CuiIcaGo—Too many businesses 
are making “frenzied applauding 
noises with their hands” but “side- 
wise motions with their heads” 
over the Advertising Council’s 
campaign to explain the American 
economic system, Charles G. 
Mortimer Jr., council chairman 
and vice-president in charge of 
marketing, General Foods Corp., 
warned bluntly last week. 

“Too many businesses are writ- 
ing us congratulations that lift us 
up, and concluding paragraphs 
about their own plans that let ‘us 
down,” Mr. Mortimer told mem- 
bers of the Chicago Federated Ad- 
vertising Club. Cooperation thus 
far, since the campaign broke last 
November, has been “heart-warm- 
ing,” he declared, but “the mag- 
azine schedule needs filling up, 
and the inexorable march of clo- 
sing dates is upon us. 

“If you take only one thing 
away from this talk, let it be this: 
Canvass your companies, or your 
clients quickly, determine what 
magazine advertisements you will 
run, and advise us quickly. The 
advertisers who advise us first 
have priority on the magazines 
and issues of their choice.” 


s During the span of seven short 
years, said Mr. Mortimer, adver- 
tising has outgrown the “irrespon- 
sibility of boyhood” and “it can 
no more turn back to the uninhib- 
ited, irresponsible days than can 
the man become a boy again.” 

“We, who are supposed to be 
leaders of thought in our own 
business spheres, have muffed 
many chances,” he said. “Fate has 
been good to us. We have always 
had another chance. We may not 
have too many more. 

“We have discovered in the last 
seven years that advertising can 


|literally accomplish miracles. We 


will be blind indeed—we will de- 
serve our fate—if we do not now 
apply this great force in the de- 


j ” 


fense of the greatest miracle of all 
—the miracle of America.” 


es Advertising can best combat 
Communism in this country, the 
council chief declared, “not by be- 
laboring Communism itself, but by 
making democracy actually work 
better—by seeing that it provides 
more things for all of our people— 
by spreading more and more the 
benefits of our unique American 
system. It is better propaganda to 
put shoes on the barefoot than it 
is to merely wave the flag.” 
Presenting a quick high-spot 
picture of the council’s largest pro- 
ject, Mr. Mortimer said the ad 
drive, begun in national maga- 
zines, business papers and radio, 
will soon add newspapers, car 
cards and 24-sheet posters. But 
the support from an impressive 
group of advertisers, agencies and 
media will be spread over many 
media, he said, with much of it 
to go into plant city newspaper 
advertising, company publications 
and college papers or magazines. 


Batterberry Heads P&G Copy 


William J. Batterberry has been 
appointed to the newly created po- 
sition of director of copy of Proc- 
ter & Gamble Co., Cincinnati. He 
joined the company in 1928 and has 
been in both the brand promo- 
tion and copy divisions of P&G’s 
advertising department. From 1931 
to 1940 Mr. Batterberry was adver- 
tising manager of Thomas Hedley 
& Co., P&G subsidiary in England. 


Brown Heads Ferris Co. 


Roger Brown, former general 
manager of Earle Ferris Co., New 
York, has been elected president of 
the public relations consulting 
firm. Earle Ferris, founder and 
former president of the organiza- 
tion, has been named chairman of 
the board. Mr. Brown joined Ferris 
in 1943 and prior to that was a pub- 
lic relations executive for Stude- 
baker. 


Bollinger Opens Own Firm 


Alfred W. Bollinger, formerly 
account exective of Badger & 
Browning, has formed Bollinger 
Associates, Inc., at 67 Sudbury 
St., Boston, to handle national 
sales, distribution and merchan- 
dising. He also will be sales, ad- 
vertising and merchandising coun- 
sel. 


CBS Places Seven 
Out of First 15 
on Hooper Report 


New YorK—Columbia Broadcast- 
ing System is ahead in the rating 
sweepstakes as reported by C. E. 
Hooper, Inc. CBS placed 7 in the 
first 15 for evening on the Jan. 
15 report. NBC took five, with 
ABC getting three, including the 
top spot. 

Walter Winchell, who now works 
for Kaiser-Frazer Corp. on ABC, 
placed first with 29.7—the seas- 
on’s high. Runnerup was Jack 
Benny, Lucky Strike’s comedian, 
who scored 27.6 on CBS. 


Other favorites: 


Radio Theater (Lux), CBS ........ 
Fibber & Molly 


(Johnson’s Wax), NBC ooo. 25. 
My Friend Irma (Pepsodent), CBS ....22.7 
Bob Hope (Swan), NBC  ooiccccccccccccc 22. 


Duffy’s Tavern (Bristol-Myers), NBC..20. 
Mr. D. A. (Bristol-Myers), NBC ............. 19.3 
Amos 'n’ Andy (Lever Bros.), CBS ....19.1 
Godfrey's Talent Scouts 

(Lipton’s tea), CBS 
People Are Funny (Raleigh), NBC ........ 18.3 
Stop the Music (Old Gold, Speidel, 


Eversharp, Smith Bros.), ABC ...... 17.7 
Bob Hawk (Camel), CBS  oovcccccccccccccee 16.1 
Mystery Theater (Sterling), CBS ........ 16.1 
Bing Crosby (Philco), ABC ...0000...... 16. 


Average evening rating was 10.5, 
up 0.5 from the last report but 
down 0.8 from a year ago. Aver- 
age sets-in-use of 33.8 is up 1.5 
from the last report and down 0.8 
from a year ago. 


@ As usual, only Arthur Godfrey 
of the non-soapers broke into the 
daytime top rating ranks, and he 
fell from 8th to 11th place. 

The list: 


Ma Perkins (Oxydol), CBS oocccccccccces 9. 
A Girl Marries (General Foods), NBC..8. 
Portia (General Foods), NBC .............00.... 7 
Our Gal, Sunday (Anacin), S| 
Widder Brown (Sterling), NBC ie 
Backstage Wife (Sterling), NBC .......... 7. 
Lorenzo Jones (Sterling), NBC ............ 7. 

7 

7 

7 


Guiding Light (Duz), CBS . 
Just Plain Bill (Whitehall), NBC ........ . 
Rosemary (Ivory), CBS 
Arthur Godfrey (Gold Seal, 

National Biscuit, Chesterfields), CBS..7. 
Stella Dallas (Sterling), NBC 7 


Average daytime sets-in-use of 
18.5 is up 1.2 from the last re- 
port, down 0.3 from a year ago. 
Average rating is 5.0, up 0.3 from 
last report and 0.3 from a year 
ago. 


KNBH'‘s Signal Climbs 


Over the Mountain 


HoLLywoop—KNBH, NBC’s tele- 
vision station which went on the 
air Jan. 16, was picked up 100 
miles away, according to congratu- 
latory wires received by this city’s 
newest outlet. 

Radio Station KFSD, San Diego, 
reported: “Your picture fiawless. 
KNBH signal was perfect with no 
interference from 6 p.m. to sign 
off.” 

From La Jolla came _ word: 
“KNBH reception being received 
100% here in La Jolla, 115 air 
miles.” 

Ojai, separated from Los An- 
geles by mountain ranges, also 
picked up the station’s programs. 


SSD SCHR ODeHE 


Helps Fight on Luxury Tax 


Toilet Goods Association of 
America last week named Miriam 
Gibson French, New York pub- 
licist, to handle publicity on repeal 
of the 20% federal tax on cos- 
metics. Mrs. French opened her 
own office last year, and previ- 
ously was promotion director of 
Charm and publicity director of 
Shulton, Inc. 


Doremus Promotes Morse 


Charles W. Morse, vice-presi- 
dent in charge of the financial 
advertising division of Doremus & 
Co., Boston office, has been elec- 
ted senior vice-president of the 
agency’s Massachusetts corpora- 
tion. 


Appoints Rumrill Agency 


Stromberg-Carlson Co. has ap- 
pointed Charles L. Rumrill & Co., 
Rochester, N. Y., to direct the ad- 
vertising of its electronic carillons, 
recently acquired through the pur- 
chase of Liberty Carillons, Inc. 


meth es Gis Dae ac 


Paley Does It 
Again; Crosby 
Switches to CBS 


New YorK—Bing Crosby joined 
the stampede to CBS last week. 
Announcement of the Groaner’s 
switch to Columbia came simul- 
taneously from New York and 
Hollywood, where CBS. Board 
Chairman William S. Paley per- 
sonally negotiated the deal. 

Bing’s desire for a higher Hoo- 
perating—he has made the first 
15 rarely this season—was said to 
be an important factor in his de- 
cision. The Crosby broadcast, 
which has been recorded for Philco 


5| sponsorship on ABC for three sea- 


sons, is expected to continue tran- 
scribed on Columbia. The change- 
over is effective next fall. 

In securing Mr. Crosby’s ser- 
vices, Mr. Paley again bested an 
imposing array of competing bid- 


9| ders, including Mark Woods, ABC 


president, who wanted to keep one 
of his network’s top draws, and 
Sidney Strotz, NBC vice-president, 
in there pitching for his network. 


e As in the Jack Benny case, 
where the CBS executive moved in 
with his sales talk after Niles 
Trammell, NBC president, had at- 
tempted to assure the tightwad 
comic’s continuance on NBC, Mr. 
Paley’s technique remained a 
tightly guarded secret. 

Reports from Hollywood were 
that it was not a capital gains 
deal, the Jack Benny agreement 
having failed to pass the Treasury 
Department under that definition. 
Everett Crosby, the singer’s man- 
ager and brother, was understood 
to have selected CBS in prefer- 
ence to ABC and NBC. 

It was reported there that Cros- 
by got $1,000,000 for 25% of 
Crosby Enterprises stock and a 
guarantee of $1,500,000 for 39 
weeks. 


# CBS pointed out that its terms 
with Mr. Crosby involve his radio 
and television services—an impor- 
tant consideration for the na- 
tion’s top movie box office draw. 
Just how his motion picture ac- 
tivities fit into the general picture, 
if at all, was not immediately as- 
certainable. The crooner is, how- 
ever, one of the few motion pic- 
ture stars whose television activi- 
ties are not controlled by his stu- 
dio. 

Philco’s contract with Mr. Crosby 
expires at the end of this season. At 
press time, there was no word on 
its renewal. However, the radio 
manufacturer, who is featuring 
Der Bingle and his four boys in 
point-of-sale advertising for the 
1949 line, is expected to continue 
as his backer when he opens on 
Columbia in the fall. 

Stars captured by Mr. Paley 
since he started on the march in- 
clude (in order) Amos ’n’ Andy, 
Mr. Benny and Mr. Crosby. His 
objectives: Anybody’s guess, from 
Bob Hope to Fibber & Molly. 


Reingold Appoints Ayer 

Frederic W. Ayer, formerly with 
Television Workshop of New York 
and previously general manager of 
WKIP, Poughkeepsie, N. Y., and 
commercial manager of WIBM, 
Jackson, Mich., has been appointed 
radio-television director of Rein- 
gold Co., Boston agency. 


Adds Higginbotham 

Robert E. Higginbotham, form- 
erly account executive and radio 
program director of Huber Hoge 
& Sons, New York, has joined the 
creative contact staff of Dickie- 
Raymond, Inc., New York office. 


Brightman Agency Moves 


Julian Brightman Co., Boston 
agency, has moved its offices to 
702 Beacon St. 
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Dailies Sure They'll 
Win Battle tor Ads 


(Continued from Page 1) 
and R. C. Harris, Buffalo Courier 
Express. Elected for three-year 
terms, they succeed Sam R. Bloom, 
Dallas Times Herald; Rodney E. 
Defenbaugh, Clarion-Ledger-News, 
Jackson, Miss.; Karl T. Finn, Cin- 
cinnati Times-Star; and Samuel G. 
Howard, Denver Post. 


eo At the luncheon session Tuesday, 
gold cards signifying honorary life 
membership in the association 
were presented to Don Patterson, 
former national advertising direc- 
tor of Scripps-Howard Newspa- 
pers, now retired, and Irwin Meier, 
publisher, Milwaukee Journal, for 
their outstanding work for the as- 
sociation. Only nine such cards, in- 
cluding the two just presented, 
have been awarded in the associ- 
ation’s 38-year history, of which 
six recipients are living. 

The semi-annual summer meet- 
ing of the NAEA will be held at 


Pecording? 


the Hotel Roosevelt, New Orleans, 
June 26-29. 


@ Declaring himself “extremely 
optimistic” about advertising’s fu- 
ture, Samuel C. Gale, vice-presi- 
dent, General Mills, Inc., told the 
initial NAEA session Monday that 
in the months ahead advertising 
has both a selling job and a pub- 
lic education task to fulfill. 

The use of advertising must be 
increased, he declared, in teaching 
the American public about in- 
dustry’s operations and the prin- 
ciples of this nation’s way of life. 
A better educated public wants 
that information, Mr. Gale said, 
and advertising can supply it. 

The General Mills executive 
made a special plea for younger 
people, asking that they be given 
an equal opportunity for success. 
Advertisers, he said, must find 
and develop means of getting these 
young people to invest in the worth 
while products coming off the 
country’s postwar production lines. 


® Rising costs are “The Sharpest 
Problem Facing Business Today,” 
the NAEA was-shown in the latest 
presentation drawn up by the Am- 
erican Association of Newspaper 
Representatives and offered by 
Jame A. Gediman, Hearst Adver- 
tising Service. This study of food 
manufacturers’ problems points up 
the remedy of newspaper efficiency 
as a corrective necessity in over- 
coming skyrocketing costs and thin 
profits (AA, Nov. 22, °48). 

Newspaper milline costs to the 
advertiser are competitively more 
favorable now than they were in 
1939, the study points out, while 


magazine rates have gone up con- 
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Stotistics secured from the Tennessee Dept 


adds more than 


rn 


annually to the 
» buying power of 


Newspaper Printing Corporation, Agent 
represented by the Branham Company 
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The “MONEY TOWN” of the South 


the Nashville 
market. 


Reach this prosperous 
market through two 
great newspapers. 


The Nashville Tennessean = 
Morning . Sunday - 


of Agriculture and other state offices. 


jin the most specific terms; 


AT NAEA SESSION—This foursome at an NAEA luncheon includes, left to right, 


Denver Post; 


SS ie Me og iad 


8 ea 
3 * . 


er. ; ‘~ >. a 
Pe cl. at cis 0 6 le i 


Harold V. Manzer, retiring association president; S. C. Gale, vice-president, General 
Mills, Inc.; Harold Barnes, ANPA Bureau of Advertising, and Elon Borton, AFA 
president. 


NAEA GATHERING—At the speakers’ table for the Newspaper Advertising Exec- 
utives Association’s Monday luncheon meeting are, left to right: 
Grant Stone, Cleveland Press; 
Bulletin, and John Giesen, ANPA Bureau of Advertising. 


S. G. Howard, 


L. Porter Dickinson, Honolulu Star- 
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x wind? 422 


NAEA HEADS AND GUESTS—tLeft to right, at one of NAEA’s luncheon sessions 

last week, are T. V. Houser, vice-president in charge of merchandising, Sears, Roe- 

buck & Co.; R. E. Defenbaugh, Jackson Clarion-Ledger-News; James H. Armistead, 

Nashville Banner and Tennessean, and Mark F. Ethridge, publisher, Louisville 

Courier Journal and Times, who presented an up-to-date report on “The United 
States as a World Power.” 


siderably without comparable cir- 
culation gains, and the number 
of radio stations has almost 
doubled, thus dividing their audi- 
ence still further. 

Newspapers, leading all media 
in ad gains in 1947 and ’48, posted 
the greatest gain in the food cate- 
gory, which has more than doubled 
in the past ten years, the study 
says. The reasons? Local selling 
pressure, merchandisability, cov- 
erage of all income classes and 
flexibility of the newspaper me- 
dium. 


= Slow but steady progress was 
reported at the research committee 
panel chairmaned by Russell C. 


committee plans to publish book- 
lets covering market, media and 
product research for the use of 
NAEA members in standardizing 
market data forms and helping 
them improve media and product 
analyses. 

Research staffs of the dailies are 
cooperating with NAEA executives 
in compiling standard definitions 
and practices, to be explained in 
the forthcoming booklets. Success 
of last year’s Buffalo, N. Y., meet- 
ing with research men led to 
plans to make the conference an 
annual affair. 


@ Richard Manville, head of the 
New York advertising and re- 
search consulting firm bearing his 
name, offered a master check list 
to help advertisers determine in 
advance whether they have a po- 
tentially successful ad. 

“Before you o.k. an ad to run,” 
he said, “ask yourself whether it: 
(1) Goes to the right market; (2) 
at the right time; (3) offers satis- 
faction most clearly; (4) with 
the least possible distraction; (5) 
(6) 
with the greatest assurance to the 
reader; (7) and, at the least expen- 
diture of effort, (8) or money?” 

Alert newspaper managers, said 


Mr. Manville, are cooperating with 
their advertisers in analyzing a 
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Harris, general advertising man- | 
ager, Buffalo Courier-Express. The | 


newspaper’s readers in terms of 
the actual number of customers for 
each product. 


w The concluding session Wednes- 
day was devoted largely to com- 
mittee reports, including that of 
Karl T. Finn, Cincinnati Times- 
Star, on the success of the fellow- 
ship program under which jour- 
nalism and advertising instructors 
are enabled to spend six weeks 
advertising departments of 
newspapers; the report of the com- 
mittee on relations with the Na- 
tional Retail Dry Goods Associ- 


iver isin 


iz 


Advertising Age, January 2° 94 
ation, headed by Lauren e 
Knott, Chicago Sun-Times ap 
the committee on relations w ‘h th 
American Association of Ad) ertis 
ing Agencies, which was pre ente 
by C. E. McKittrick, Chicag. Tp; 
bune, in the absence due » jjj 
ness of Wilson Condict, St. Loy 
Globe-Democrat, its chairma \. 

John Sterling, president, Thj 
Week Magazine, made a : trong 
plea for newspaper support 9» 
public service advertising of ; 
kinds, asserting that spor sore; 
public service advertising sou 
be sold by newspapers as 0: prj 
mary benefit to the adve 


tiser 
and only secondarily as support fo} 


the charity or cause supported. q mes-Um' 
asserted also that cities of all sizege?® wy 
should have organized public ser#*“° ae 
vice committees so that the ad Se ee 
vertising method can be used fo) ee 
the benefit of local activities = ‘ 
s Reporting on a questionnair@e® ‘* 7 
sent to 250 members of the NAEAm”™” - 
Mr. Sterling said 11.7% of publi the mn 
service linage appearing in news 30, an 
papers is donated by the paperge”™ 1S ¢ 
themselves, with the proportiogy "= 1° © 
highest in smaller cities; 47.19f° °° wl 
carries individual sponsors’ signa — 
tures, and 41.2% was printed unde; oVagpeter 
the names of groups of sponsors ght - 
About half of the newspapers re rough t 
porting contributed some space or « gas 
their own behalf, he said. -_ "a 
Use of public service advertisin he ow 
ties rept 


is not only important, it is grow- 
ing, Mr. Sterling said. Reviewin 
the activities of the Advertisin; 
Council and the cooperation of 
various groups of media, he said 
that last year newspapers ordered 
466,867 mats of Council-prepared 
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WHAT’S GOING ON? | 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de 
veloping sales prospects on certian 
types of products and services. 
New Booklet No. 10 “How Business Us 
Clippings” tells the whole story 
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Point of Sale thermometer which permits 
your advertising message to be read by thousands. 
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New, useful, inexpensive, permanent, being Pe 
used by National Advertisers. 12” aluminum = ff Wer 
case for outdoor or indoor use. nd assis 
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iME OUT—The photographer snapped this group between courses of one of the 
AEA luncheons: left to right, George C. . ° ° 
r, Examiner, Peterborough, Ont.; Louis E. Heindel, Madi Newspapers, and will do your selling job "On porallel test - ‘Results of Reply-O Letter 


Two Join Penn Drake 

L. Gordon Grinnell, formerly 
on the sales staff of Di- Noc Co., 
and Donald E. Hodgson, formerly 
assistant sales manager of Warren 


joined the sales staff of Pennsyl- Karl K. Klimcheck, 


Refining & Chemical Co., have|Klimcheck Joins ‘Nowadays’ 


vania Refining Co., Cleveland, | with Compton Advertising, New 
refiner and maker of Penn Drake| York, has joined the New York 
petroleum and specialty products. | sales staff of Nowadays. 


CH 


REPLY-O LETTERS 


Steele, Philadelphia Bulletin; Harry Gar- NATIONAL ADVERTISERS SAY: 


} O! pri Richard J. Jones, Portland Oregonian. / Reply-O vs. regular Direct Mail to business and 
ti ‘ \ — Reply-O Let- professional men — 96,000 
vertise More Efficiently i $a 
HH mes-Union, presented an inter-| Loomis Appoints Gordon / Less Expensiuely Tobert Sione, View oe Sameer wees 
all sizeggtiné Survey of store hour trends,| E. H. Gordon, formerly vice- oon fhe Aiea = iy Be yng A 
lic. ser. ade by questionnair ing 368 cities, president of Hyde Park Breweries 40 Life Insurance Company 
the aa Which 232 replied, representing | Association, Inc., has been named F ra 
seed ‘te ),000,000 people, with New York | in charge of sales development of ee __ lhe Reply Is ; i a a te Re pe ees 
a °@ luded. In 56% of these cities,| Loomis Advertising Co., St. Louis. in the LETTER 
» said, the usual store opening oo Saat clase ox a a 
. ™ e . . . a - 
jonnaingge® ‘8 9:30 am; in 28% it is 9) Schl sales in the St. Louis area. | THE REPLY-O PRODUCTS CO. + 150 W. 22nd ST. » NEW YORK 11, N.Y. 
. NAEAg@: in 10% it is 10 a.m. In 69% 
f ubl the cases, store closing hour is 
1 how 30, and in another 20% it is 5 
anayiil 
totes In 15 cities, he reported, stores 
47 14 e on a five-day week, with the 
> signs ajority closed on Monday. His 


ost interesting figures dealt with 
ght openings, which he traced 
brough the prewar, war and post- 
ar periods, and by size of com- 
unity. 
He found that in 47% of the 
ties reporting, stores were con- 
ntionally open one or more 
ights a week before the war. Dur- 
ig the war, the percentage rose 
» 63%, and now it stands at 56%. 
urrently, 46% of the cities of over 
50,000 population report stores 
pen one or more nights a week; 
)% of the cities in the 100-250,- 
0 and 50-100,000 classes have 
ores open at nights, and 70% 
those cities under 50,000 have 
pen nights in stores. 

Saturday night is losing out as 
me best night to stay open, he 
pported, with this trend being 
pecially noticeable in bigger cit- 
s. In general, although Monday 
ight was the preferred stay-open 
ight during the war, Thursday 
id Friday seem to be gaining fa- 
r now. Only in the smallest cit- 
bs is Saturday night still the pre- 
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end seems to be toward Friday 
d Monday. 


dvertising Council Offers 
ew Dimension’ Film 


A 15-minute 16 mm. motion pic- 
ire with sound track, entitled 
dvertising’s New Dimension,” is 
ow available for advertising clubs 
nd private showings through the 
dvertising Council, New York. 
éstimonials of how public ser- 
ce advertising has paid off in 
rrms of public good will toward 
eir companies are given by ex- 
‘utives in major industries. 

Prints may be obtained without 
‘Marge, through the council’s New 
ork and Chicago offices, the Ad- 
ertising Association of the West, 
an Francisco, and the Advertising 
ederation of America, New York. 


ichols and Hansen Head 


pred night, but even here the! 


etcil Group: Hahn Reelected 


Charles G. Nichols, president | 
nd general manager of G. M. Mc- | 
Kelvey Co., Youngstown, and! 
€0) ge Hansen, president, Chand- | 
té Co., Boston, have been elec- | 
d -hairman of the board of dir- | 
to.s and chairman of the execu- | 
lve committee, respectively, on | 
he Yational Retail Dry Goods As-| 


; ci tion for 1949. 
lew Hahn has been EE, 
' res dent and treasurer of NRDGA. | 


‘-ordon Dakins will continue 
‘ general manager and assistant | 
, fea urer and Gordon K. Creigh- | 
Yn aS assistant general manager | 
id assistant treasurer. 
| 
akroy Appoints Smith 
Rilph Smith Advertising 
*’eicy, St. Louis, has been ap- 
inted to handle the advertising 
Markroy Co., Madison, IIL, 
’anifacturer of car unloading 
lac 1inery. Direct mail and busi- 
“SS papers will be used. 


“They used to 


call me a 
tough boss 


“But no more! Now that we use improved 


4 


Hammermill Bond, our typists’ 


work looks 100% better!” 


“Try it. You will agree that this ‘whitest’ 
Hammermill Bond ever produced adds 
new sparkle and snap and impressive- 


ness to any letter or copy typed on it! 


Your typists also will turn out clearer, 
sharper finished work on the smooth 
surface of this improved Hammermill MAIL COUPON FOR SAMPLE BOOK of improved 
Bond. Takes quick, clean erasures, too. Hammermill Bond in wide range of pleasing 
colors. We'll include ‘“‘How to Design a 

Business Form,” idea-book to help you 

design essential forms exactly suited to 
the job you want them to do. 


Hammermill Paper Company ‘| 
1459 East Lake Rd., Erie, Pennsylvania =e, | 


Please send me -FREE sample book of improved Hammermill | 

Bond and include ‘‘How to Design a Business Form.'’ Also sample 

books of Hammermill Mimeo-Bond (} Hammermill Duplicator. | 
Companion papers for office use include Hammermill | 


Name 


wer. oe 


Mimeo-Bond and Hammermill Duplicator 


Position . = 
(Please attach to, or write on, your business letterhead) AA-1-24 
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CREATIVE 
MEN 


work faster, better... 


when they follow this 
9-POINT 
“TECHNIQUE FOR 
PRODUCING IDEAS” 


This remarkable 6l-page book by James W. 
Young, Senior Consultant of J. Walter Thomp- 
son, is worth ite weight in uranium to every 
man who must produce ideas. Gives you the 
positive 5-point program used by one of the 
highest paid men in the agency business, for 
developing ideas that sell. Acclaimed as the 
biggest little book ever written for advertising 
men, now in its fifth big printing. A must for 
you if you are a creative man. $1.00 on 10- 
day money-back guarantee. 90c each in quan- 
tities of 10 or more. 


INSPIRATION FOR EVERY MAN 
IN THE AGENCY BUSINESS 


“The Diary of an Ad Man” 
(The Jim Young Classic) 


A practical volume for the man who is broad- 
ening his horizons in the advertising business. 
As Victor 0. Schwab says, ‘‘a book about busi- 
ness which emits flash after flash of penetrat- 


ing insight... day by day guidance... 
pithy case-history experiences . . . usable sug- 
gestions.’’ . . In all 578 diary entries made 
during trying times, any one of which may 
suggest a solution to your current problems. 
$3.00 on 10-day money-back guarantee. $2.70 
each in quantities of 10 or more. 


GUIDANCE IN INDUSTRIAL 
ADVERTISING, MARKETING 
AND PUBLISHING 


“Teacher of Business” 


What were the ideas and ideals that underlie 
the impressive success of McGraw-Hill? Here 
is the whole inspiring and useful story, in the 
words of the late James H. McGraw, Sr. with 
an introduction by G. D. Crain, Jr., publisher 
of Industrial Marketing, Advertising Age, etc. 
A basic book in the library of every man who 
writes, edits, sells, or promotes in the busi- 
ness or industrial fields. $1.00 on 10-day 
money-back guarantee. 00c each in quantities 
of 10 or more, 


HOW TO SET UP AND RUN 
A PROGRAM FOR SALESMEN 


“Successful Sales Training” 
By Eugene Dynner 


Here is the complete, practical, and usable 
outline of the proved methed for (1) getting 
new salesmen into high gear quickly, (2) de- 
veloping a uniformly good performance pat- 
tern, (3) making each man pay off in higher 
average production. An easy-to-use program for 
sales managers who want more results start- 
$2.00 on 10-day money-back guar- 
$1.80 each in quantities of 10 or more. 


NOTE TO COPY CHIEFS 
Judging from the number 
25. and more 
is clear that they are 


ing now 


antee 


of orders for 10, 
copies of these various books, it 
filling an important 
need in training programs. We suggest you start 
of the ‘'5-Point Technique’’ for 
of your creative staff. 


with a copy 


each member 


MAIL ORDER NOW 


eC ee re ee ee 


Advertising Publications, Inc. 
100 £. Ohio St., Chicago 11 
Please send me books as ordered below. I 
enclose remittance with the understanding that 
I may return books for full refund in ten 
days if not delighted in every way. 


. copies, ‘*5-Point Technique 
for Producting Ideas" esos s 
. copies, ‘‘Diary of An Ad Man" ~ 
copies, ‘‘Teacher of Business’’ Ss 
copies, ‘Successful Sales 
Training’ ..cccceceseeces s 
lO) i ee ee 
COMMPOMF ccc cess sr seeesereesscesseseces 
Address . 
ci TETTTEE EET eee 
7 (Zone) 
GRERD cccccccerccecessccssevesesesesees 


Annual Bike Derbies 
for Newspaper Boys 
Set by New Group 


CoLtumBus, O.—This city’s ex- 
tremely active, sports-minded 
Mayor James A. Rhodes on Satur- 
day announced a new National 
Newspaperboys Institute and its 
plans to conduct annual bicycle 
derbies for newspaper carriers 
throughout the U. S. — 

The derbies, first of which will 
be held next summer, will have the 
endorsement of the International 
Circulation Managers Association, 
some of whose members are offi- 
cers of the institute. Other officers 
include Mayor Rhodes, president; 
prominent U. S. sports figures, and 
executives of Arnold, Schwinn 
Co., Chicago bicycle manufacturer 
which will put up $25,000 in prizes 
for each of the first five derbies. 

Final plans for the annual bike 
derby were to be completed here 
Saturday with newspaper circu- 
lation managers, sports leaders, 
Schwinn representatives and others 
taking part. Top prizes to be 
awarded will be $2,500, $2,000 and 
$1,500 college scholarships, and 
other prizes will be Schwinn bi- 
cycles—perhaps $20,000 worth, de- 
pending on the extent to which 
newspapers cooperate in promoting 
the derbies. Decision was to be 
made Saturday as to whether one 
or more newspaper in each city 
will be asked to sponsor the local 
events. Only daily newspapers will 
participate, and one or more 
Schwinn bikes will be awarded in 
each city. Local “champs” will 
compete in speed races here for 
the top prizes. 


s The institute is only one of 
many organizations which James 
Rhodes has developed in recent 
years to help children. Only 38, he 
has developed a Knot Hole Gang 
to get free admission to Columbus 
Redbird baseball games for kids; 
originated a Junior Police here; 
organized the annual National Ju- 
nior Softball Tournament and the 
National Caddie Golf Tournament; 
has set up Zooligans, Inc., to help 
preserve the Columbus zoo largely 
for the benefit of children, and so 
on. 

Mayor Rhodes also is president 
of the Amateur Athletic Union of 
the U. S., was chief U. S. official 
at the Olympic Games last sum- 
mer, has organized Junior Olym- 
pics games nationally and is de- 
veloping plans for Pan-American 
Games in 1954 for athletes of the 
Western Hemisphere. A Republi- 
can, he has been mayor since 1943. 


Gleason Elected V. P. 
of Otarion Hearing Aids 


John M. Gleason, general sales 
manager of Otarion Hearing Aids, 
Chicago, has been 
named vice- 
president of the 
company, it was 
announced by 
Denison B. Hull, 
president. Mr. 
Gleason joined 
Otarion during 
the early part of 
last year. 

Mr. Gleason 
was formerly a 
district manager 
of McKesson & 
Robbins, Chicago manager of 
Wright-Sonovox, and a member of 
the Chicago sales staff of Free & 
Peters. 


Barnard Joins Walker 


Newell H. Barnard, formerly 
staff writer and photographer on 
the St. Paul Dispatch and Pioneer 
Press, has joined the copy depart- 
ment of Harold C. Walker Adver- 
tising, Minneapolis. 


To Goodkind, Joice & Morgan 


Zion Industries, Zion, Ill., maker 
of cookies and candies, has ap- 
pointed Goodkind, Joice & Morgan 


John Gleason 


; to handle its advertising. 
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OPENER—This is the first insertion in 
General Mills’ new $140,000 test cam- 
paign in the Chicago Tribune (AA, Nov. 
29) for an editorialized ad column by 
Betty Crocker. The copy will run five 
times a week, through Knox Reeves 
Advertising, Minneapolis. 


City College Plans 
Radio-TV Awards 


New YorK—Plans are being 
made now for the fifth annual 
radio awards of the City College 
of New York. This year, categor- 
ies for television will be included. 

Entries will be accepted through 
Jan. 31 in the eight radio divisions 
—four for creation of programs 
and four for promotion campaigns 
—and three video categories— 
sponsored telecasts, sponsored spot 
announcements and programs with 
outstanding effectiveness in sta- 
tion promotion. The presentations 
will be made in March, following 
CCNY’s annual conference. 

The judge’s committee includes, 
in addition to Dr. John Gray Peat- 
man, associate dean of City Col- 
lege: Victor Dallaire, Printers’ Ink; 
John H. Caldwell, Sales Manage- 
ment; Joe Koehler, Sponsor; Mau- 
rine Brooks, ADVERTISING AGE; 
Frank Saunders, Tide; Bruce Rob- 
ertson, Broadcasting, and Val Ad- 
ams, Radio Daily. 


Lucius Fitch Succeeds 


Father as President 

Lucius W. Fitch, a vice-presi- 
dent, has been elected president of 
F. W. Fitch Co., Des Moines, suc- 
ceeding his father, Fred W. Fitch, 
founder, who has been made chair- 
man of the board. Lucius Fitch 
started with the company in 1929 
as a salesman. Working up through 
many departments, he became 
vice-president in 1945. 

Other Fitch officers were re- 
elected. They are: Gail W. Fitch, 
vice-president in charge of ad- 
vertising; L. R. Sandahl, vice-pres- 
ident in charge of sales, and R. H. 


Young, secretary and treasurer. 


New P&G Setup 
Will Not Affect 
Agency Lineup 


(Continued from Page 1) 
developed for individual products. 

The first announcement released 
by the company regarding P&G 
Productions, Inc., said: 

“The growth and complexity of 
our radio activities and plans for 
television make the formation of 
this subsidiary advisable. It is be- 
lieved that the radio, television and 
motion picture needs of Procter 
& Gamble Co. will be served more 
effectively by the new company 
operating as a separate entity. 
The new company will continue 
to work directly with the adver- 
tising agencies and independent 
producers in conducting the busi- 
ness of buying and producing 
radio and television programs and 
motion pictures.” 


a In view of the widespread in- 
terest which the announcement 
created, the company gave Ap- 
VERTISING AGE the following ad- 
ditional statement: 

“The use of these three media 
involves many problems not found 
in magazine and newspaper ad- 
vertising. For one thing, when 
you plan. a magazine advertise- 
ment, you’re buying space simply 
for an advertising message in a 
vehicle which provides entertain- 
ment to your audience. You are 
not involved in planning the edi- 
torial matter, and handling cre- 
ative talent, such as writers of 
fiction, artists, etc. 

“But when you wish to deliver 
a radio message, you must provide 
not only the advertising but the 
entertainment also. You must 
either deal directly or through a 
suitable agency with actors, pro- 
ducers, directors, writers and 
many others in the entertainment 
field. 


a “Implied in that much more 
complicated operation, any large 
user of radio, television and mo- 
tion pictures acquires properties. 
We may at some time in the fu- 
ture, for example, find ourselves 
in possession of many thousand 
dollars’ worth of radio, television 
and motion picture properties, 


Advertising Age, January 2 
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which have been created a: { gq 
by us or by an agency for | s. Ty 
proper disposition of these proj 
erties can best be handle }y 
separate entity.” 

Officers and directors of t \e ne 
company, which is capital zeq 
$1,000,000, have not yet beg 
named. However, it is b lieyd n 
that the five or six specia sts 
the advertising departmen ny 


‘oni 
devoting their time to rad ), te & = 
evision and motion picture’, wih. m 
form the nucleus of the op: rat; her: 
personnel of the subsidiay. iy cer | 
M. Halverson now has th dud jesler 
function of manager of the radi or” o: 
and media division of the «dve™h, onti 
tising department. ailable- 

Headquarters of P&G Produdf. per 
tions will be in the general offi pce of 
fices in Cincinnati, and operdiino of 
tions will start as soon as a chal. or w 
ter for the new corporation 
issued by the Ohio secretary @ indicat 
state. ee of | 

cases 
New Kirkman Drive Starts §onper 


Kirkman & Son division o! Co 
gate-Palmolive-Peet Co., Ne 


is to be 


rom 
York, last week launched a can Bb 
paign in 104 newspapers in til), ohea 
eastern and mid-Atlantic statel ©. d 

featuring “improved” Kirkmagf® "CUS 


Flakes. The copy also offers “doyp2>disin 
ble your money back” if betiq@mrect to 
results and more washings pape indus 
box are not achieved with thigrect m 


product. Newell-Emmett Co. ith sucl 
the agency. dustry 
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It's Hoyt, Not Hoit . wo 
The name of Betty M. Hoyf§her int 


through a typographical error, ws hdustry 
incorrectly spelled Hoit in 

Jan. 3 issue of AA. Miss Hoyt wa 
recently appointed media direc 
tor of LeVally, Inc., Chicago. 
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TC Plans New 
omotion Rules 
n Toilet Goods 


(Continued from Page 1) 
lowances, payments for display 
ace, merchandising aids and 
her 
Under the commission proposal, 
dealer is considered a “cus- 
mer’ of an industry member— 
d entitled to benefits when 
ailable—‘wherever the industry 
ember exercises a_ substantial 
wree of control over the mar- 
ping of the product, even job- 
brs or Wholesalers.” 


Indicative of “a substantial de- 
ee of control,” FTC said, may 
cases “where the _ industry 
ember prescribes certain meth- 
is to be used by the purchaser 
promoting the resale of the 
oducts, or fixes the resale price 
» be charged therefore; or where 
e industry member renders mer- 
andising advice and assistance 
rect to the purchaser; or where 
e industry member carries on a 
rect merchandising relationship 
ith such purchaser; or where the 
hdustry member solicits orders 
om such purchaser to be filled 
a wholesaler, distributor, or 
her intermediary; or where the 
hdustry member serves the pur- 
aaser by drop shipments to the 
chaser for the account of a 
holesaler or intermediary.” 
To protect the purchasing pub- 
‘from deception in “push mon- 
’ cases, FTC proposes to re- 
ire that “full and nondeceptive 
sclosure be made by means of a 


monspicuous sign, badge or other 


fective method revealing the 
ct that demonstrators or cer- 
in sales persons selling cosmetics 
b the store of the dealer are em- 
loyed, or are compensated in 
hole or in part, by the manu- 
acturer or industry members.” 


Another rule requires that dem- 
istrators shall nct be used “in 


Mich manner as to shut out com- 


titors by rendering it impossible 
impractical to use the store of 
¢ dealer as a channel or dis- 
ibution for competing brands.” 

The rules authorize discounts 
hich make allowances for differ- 
ices in the cost of manufacture 


@le or delivery resulting from 


iffering methods or quantities, 
xcept if the commission finds 
at available purchasers in the 
reatest discount brackets are so 
was to render the differentials 
njustly discriminatory or pro- 
Olive of monopoly.” 


As an assurance to industry 
lembers, FTC adds, “Nothing 
‘rein contained shall prevent 


frsons engaged in selling goods, 
fares, or merchandise in com- 
lerce from selecting their own 
Stomers in bona fide transac- 
on: and not in restraint of trade.” 
Moreover, the code declares, 
Nothing herein contained shall 
fevent price changes from time 
tme where made in response 
(nanging conditions affecting 
the market for the 
00; ; concerned, or (b) the mar- 
eta ility of the goods, such as, 
ut 1ot limited to, actual or im- 
line at deterioration of perishable 
00s, obsolescence of seasonal 
00s, distress sales under court 
toc 2ss, or sales in good faith in 
sc ntinuance of business in the 
00% s concerned.” 


on tfide Mills Buys Show 


Bi nafide Mills, New York, will 
bon sor “Stop Me If You’ve Heard 
his One” over NBC’s East Coast 
fle, ision network starting Jan. 28 
t 9 p.m., EST. Time for the 30- 
hinu.te program was bought 
ugh S. R. Leon & Co. 


Last Minute News Flashes 


Guinness Stout Drive Starts in U.S. Cities 

New YorK—Arthur Guinness Son & Co.—for two centuries in Dub- 
lin, Ireland, and long called the “world’s largest brewer’’—is launching 
a large space newspaper campaign in Flint, Mich., and other markets, 
through Hewitt, Ogilvy, Benson & Mather, New York and London, to 
announce that Guinness stout is now being brewed in this country by 
Burke Brewery, Inc., Long Island City. Details of the introductory 


campaign were not divulged. 


Baseball Shirt Material Will Be Promoted 


New YorK—Pacific Mills will promote a material made in 16 dif- 
ferent designs, each one printed with names and colors of a major 
league basebal] team, in newspapers in 22 cities beginning May 15. 
The company plans to turn out 6,000,000 yards of the material by sum- 
mer, which will be manufactured into shirts. Williams & Saylor, New 


York, is the agency. 


DAV Testing Coupon Ads on ‘Idento-Tags’ 
CINCINNATI—Disabled American Veterans last week launched a test 
campaign in seven New York state newspapers offering license plate 
facsimiles for use on car key rings, with the copy keyed for orders of 
extra “Idento-Tags” for duplicate key sets. The campaign will spread 


if results warrant. C. L. Miller Co. 


is the agency. 


Heavy TV Spot Campaign for DeSoto Coming 

New YorK—Batten, Barton, Durstine & Osborn is preparing a sizable 
television spot campaign for DeSoto division, Chrysler Corp. Under the 
tentative schedule, the drive will break in about 30 days. 


I. B. Kleinert Goes to Grey July 1 


New YorK—I. B. Kieinert Rubber Co. this week will announce ap- 


pointment of Grey Advertising Co. 


to handle advertising of all its di- 


visions, effective July 1. The company makes dress shields, infants’ 
accessories, rubber sanitary items, girdles and garter belts, shower cur- 
tains and casual shoes. It spent $160,000 in magazines in the first 11 


months of 1948. 


F&S&R Shifts Execs, Sets Up New Plans Unit 


New YorK—George R. Lyon, who joined Fuller & Smith & Ross in 
1947, has been appointed media manager, succeeding George Trimble, 
who becomes manager of a newly established plans analyses depart- 
ment. Mr. Lyon was formerly with Sterling Drug. Paul Smith, West- 
inghouse account executive, has been named manager of the inter- 
national section, and Charles Hutaff, associate director of the -film 
department in Cleveland, development manager in New York. 


Sunkist Orange Ads Cancelled for Present 


Los ANGELES—California Fruit 


Growers Exchange has cancelled 


“all cancellable” Sunkist naval orange advertising as a result of the 
recent snowstorm damage to citrus crops. It will resume advertising 
when the extent of the loss is definitely known. 


Dailies’ Ad Volume 
Up 12.7% in 1948; 
Hits Record Level 


New YorK—The volume of 
newspaper advertising in 1948 ex- 
ceeded any year on record, Media 
Records, Inc., reported last week. 

Basing its figures on advertis- 
ing volume carried by the news- 
papers of 52 cities which it has 
measured for 21 years, Media 
Records asserted that 1948 adver- 
tising volume was 12.7% greater 
than in 1947, 19.3% greater than 
in 1929, and 112.4% greater than 
in 1933, the lowest of the past 
21 years. 

Total linage carried in the 52 
cities during 1948 was 2,263,446,- 
184 lines, a gain of 254,910,330 
lines over last year. Every classi- 
fication of advertising showed a 
gain over the previous year, the 
greatest proportion of gain being 
registered in the automotive clas- 
sification. Here are the total num- 
ber of lines for 1948, with per cent 
of increase over 1947, for each 
classification: 

Retail (including department 
stores), 1,293,830,934, up 14.8%. 
Department stores only, 490,819,- 
148, up 14.8%. General (national) 
338,641,008, up 7.6%. Automotive, 
82,736,973, up 20.5%. Financial, 
25,791,496, up 5.6%. Total display, 
1,741,000,411, up 13.4%. Classified, 
522,445,773, up 10.3%. 


TelAutograph Names Gotham 

TelAutograph Corp., New York, 
maker of TelAutograph Telescrib- 
ers, has appointed Gotham Adver- 
tising Co., New York, to handle its 
advertising. 


Rudd Co. Appoints Hicks 

Rudd Mfg. Co., New York, maker 
of Braggs slacks and trousers, has 
appointed Lawrence Boles Hicks, 
Inc., New York, to handle its ad- 
vertising. 


Citrus Co-op Names 
Greenthal; $50,000 
Test Is Planned 


New YorK—Florida Citrus Can- 

ners Cooperative, Lake Wales, Fla., 
last week named Monroe Green- 
thal Co. here to handle its 1949 
campaign, and planned a $50,000 
test campaign in the Philadelphia- 
Trenton-Washington area. 
’ The test will get under way in 
about seven weeks, and media 
plans call for quarter-pages in 
dailies, some comics advertising 
and selective radio. 

The cooperative is currently 
marketing two brands of citrus 
juices under the trade names of 
Donald Duck and Priceless, and 
is introducing a new frozen orange 
juice concentrate. Its present sales 
volume is about $10,000,000 and it 
is enlarging its facilities. 

On the list of markets for 1949, 
besides the test areas, are Camden, 
Newark, Baltimore, Boston, Louis- 
ville, Detroit, Cleveland and Chi- 
cago. Chicago will be the farthest 
west market the drive will attempt 
to reach in the next six months. 

The account was formerly placed 
direct. 


ABC Offers Ampex Facilities 
to Clients and Agencies 
American Broadcasting Co., New 
York, which last summer used tape 
recordings to solve its daylight 
saving time problems, is making 
its Ampex tape facilities available 
to its clients and their advertis- 
ing agencies. 


Charges will be $15 for 15 min- 
utes; $20 for 30 minutes, and $35 | 
for one hour. Additional fees will | 
be added for supplemental ser-| 
vices-editing, re-recording and_/| 


tape cost, if the client wants to | tween its 


keep his program on tape. Discs 


COLD OR COOKED—National Biscuit Co. 

is promoting Nabisco Shredded Wheat 

as a cooked cereal in color copy in Farm 

Journal, Life, The Saturday Evening Post 

and Sunday newspaper supplements this 
month and next. 


ABC-Fox Deal 
Just a Mirage, 
Say Both Sides 


New YorK—Almost everyone in 
New York seemed busier than 
ever last week arranging the ac- 
quisition of American Broadcast- 
ing Co. by Twentieth Century- 
Fox Film Corp.—except Edward 
J. Noble, chairman and principal 
stockholder of ABC, and Spyros 
Skouras, president of 20th Cen- 
tury-Fox. 

Mr. Noble was scheduled to re- 
turn Friday from his winter home 
at Sea Island, Ga., and Mr. Skouras 
to get back the same day from 
Florida. 

Executives of both companies 
emphasized that despite all the 
reports (some of which were 
carried in AA, Jan. 17) “there are 
no negotiations at the moment,” 
and the two principals “haven’t 
been together for about six we2ks.” 

At that time Mr. Skouras an- 
nounced that 20th-Fox was ne- 
gotiating for ABC, and a few 
days later Mr. Noble said that ne- 
gotiations had been terminated. 


Kalech Appoints LeVant 
Executive Vice-President 
Jack LeVant, formerly sales 
manager of the wholesale division 
of Toni Co., has been appointed to 
the newly created position of exec- 
utive vice-presi- 
dent and general 
manager of Phil 


Kalech Sales 
Corp., Chicago, 
sales and mer- 


chandising con- 
sultant and man- 
ufacturer’s rep- 
resentative. 
Before joining 
Toni, Mr. LeVant 
was vice-presi- 
dent of the New 
York division of 
McKesson & Robbins for three 
years and previously was regional 
director in Chicago for nine years. 


Jack LeVant 


Toni Drops Two-Network 


‘Nora’ Test; Keeps CBS 

Toni, Inc., Chicago, Gillette 
Safety Razor Co. division, has 
dropped its two-network test of 
the show, “This Is Nora Drake,” 
on NBC and CBS, and hereafter 
will air the serial exciusively via 
CBS at 2:30 p.m. EST. 

Toni had carried the show over 
both networks for the past eight 
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ANA to Keep Eye 
on Radio with 


New Committee 


Advertisers Also Vote 
to Reconstitute Unit 
on Public Relations 


Cuicaco—The board of direc- 


tors of the Association of National 
| Advertisers, meeting here Thurs- 
day, Jan. 20, authorized the for- 
| mation of an ANA radio committee 
—a new group which “will not 
conflict or overlap with the func- 
tions of the Radio Council of Na- 
tional Advertisers, which has de- 
voted itself almost exclusively to 
questions of radio talent and labor 
relations.” 

The ANA board also authorized 
revitalization of the association’s 
public relations committee, which 
was merged with the joint ANA- 
Four A’s committee for better 
understanding of our economic 
system, when that committee was 
formed. 


ws The development of a radio 
committee—the ANA’s §first—is 
significant. W. N. Connolly of S. 
C. Johnson & Son, chairman of the 
ANA, who announced the move, 
said: 

“The need for such a group 
has become particularly marked in 
view of the situation in radio to- 
day. The rapid developments in 
television, for instance, make the 
need more imperative than ever 
for reliable and uniform measure- 
ments, both for television and AM. 

“One of the early problems to be 
met will be an accurate deter- 
mination of the effect on AM 
listening of the growth of tele- 
vision homes. This calls for im- 
provement all along the line in 
methods employed for measuring 
the listening and viewing audi- 
ences, on a basis that will com- 
mand the confidence of broadcas- 
ters as well as advertisers and 
agencies, so that an equitable rate 
structure can evolve.” 


a In addition, the ANA board 
pointed out, the recent request 
by the executive committee of 
Broadcast Measurement Bureau 
that its three sponsoring organi- 
zations examine their research re- 
quirements to determine Which of 
these can best be met through tri- 
partite efforts, makes it essential 
for the ANA to select a strong and 
representative group of radio ad- 
vertisers to help in this dgtermin+ 
ation. ay 

The activities of the joint com- 
mittee and the Advertising Coun- 
cil in connection with the under- 
standing the economic system 
campaign have gone so far and 
so successfully that it becomes 
necessary again for the ANA to de- 
velop a public relations committee 
to act “as a service organization 
for our members,” particularly 
in the fields of public, employe, 
stockholder and dealer relations, 
Paul B. West, ANA president, said 
in expiaining this move. 

Personnel of both the radio and 
public relations committees will 
be announced later. 


Chevy TV Show in Midwest 


“Chevrolet on Broadway” will 
be seen in seven midwestern cities 
via kinescope film from Chicago 
starting today (Jan. 24). Time is 


months, with the same episode|g pm. CST. Campbell-Ewald Co. 


broadcast live twice daily. ‘‘Nora’ 
made its debut over NBC in No- 
vember, 1947, and started on CBS 
last April. Toni officials said the 
decision to confine the serial to 
one network is in line with a move 
to establish a “better balance” be- 


extensive radio and pub- | 
lication advertising. Foote, Cone|sales promotion 


|is the agency for the dramatic 
i'show, a regular feature of NBC’s 
East Coast network for some time. 
| It is seen in Los Angeles on film. 
(Utility Appoints Jalbert 

R. R. Jalbert has been appointed 
director of the 


for listening purposes are avail-|g Belding handles the Toni ac-| Blackstone Valley Gas & Electric 
able at regular commercial rates. | count. 


Co., Pawtucket, R. I. 


le ae > SR EN SY RRR ee 2 ee eg PE ae: Sa ee cy ORS, ie ae a Ml es ey AES eS AS | RP ry,” 4 RM Dem Sema “cA 
agi oe pee tN a oa i a an oe a a ee ee ee Se eet Ue rs : aes <A yg ENE cael Waa 3 sey 9. Klages ies, eee aN ze 
ae nae ec ae ee ae oe ig, Pet ce ene emia thee fee ee lee AL ets pe eae : Fe Ws at oe oa ay. eet 
: os isa. aera teeraeeene fg. ee ee A eC ~ N= eee So oa “he ee eee ie 8 
ae a ee es (oe ee eee ie, en er So RIE Ae anc Teen, es en eee ha te ei ets Bo : ae ee hk a Mai ap: ie kai 
ie “Se P a a ee Se eK ‘ig ae Sa Meat ee: <n es ‘a eet ia Rn iat Rae . oe Pr Po es a. = a Dee ag TS 
e : ie - Bait “ ‘ x Ec ; ‘ he se n sla, i : " : : 3 : = ie a 
eee 
er 
Pa 
jad Us¢ ") cage | aa 
» ° : PS. . es 
Or \s. TH re sD ; = 
IESE pry AO CO? a et 4 
me eee 0. ee | a 
dle: by | Hw Ye pet i wt a ; r 
4 V ep" 4 is 3 
of t 1@ ne = ‘ : s re : 
>. | /~] GRAND CEREAL GIVES YOU BOTH! wii 
yet be | beg “4 . - 
: b lieve Oma! |Oammcen 
‘ , — : — 
Cla. sts gs = a 
«Se eee ate 8 Sab ete ace, 
= ee I ae ) 
rad >, tell SS 
Ops ratiy ees a Bree —— ee ager Se 
as 2 er i TN i bak a : ee 
idia Vy | me kg ae 4 ea, 
ol WN ee 4 —_ 
the du Sa a rs 
the ma a. ~~ - a a Poet 
h aya Pr i aie s Bis 
e Ha | Se : ae sete , x SC: 
ae re Fe i ai 
iY var a 
: ia ; : : ae ia i 
| a 
nee 
ie 
ee Seiae. 
Woke 
| eee | a 
| | 
TT ee ¢ 
—— | 7 
| 
Maling 
: 
4, 7 
te, of 
or i 
, | : 
| | ~ ’ 
| Bee. 
| eee: 
a 
me g 
. W ' 
. | | : 
: ' Bi ag FS 
P | | i bis 
, a : - 
: | ( are: 
\ ae 
3 _ 
ate 
Pe | om 
J | ie) 
. | ia 
jek 
. 1 n _ 
ig “ 
’ is 
es 
\ wave 
ant a 
| ag 
Ro 
q | Ei 
ie) 
ae 
; ; eae 
- : vie 
: . 7? > aig hans Ft phi: Ae > oh Wh ge fee an nasa g th Ate Bie Sy eens B # Kir HE Fa See fase ee ee een | ie ‘EEE S ae 


Abbott and Costello 
Hold Youth Contest 


New YorK—Youngsters with) 
ideas on how to make their home| 
towns better places to live in will 
be given an opporiunity to win 


34 prizes ranging from a Crosley | 


station wagon to a full year’s sup- 
ply of Wilson’s luncheon meat. 

The contest is being staged by 
Bud Abbott and Lou Costello on 
their Saturday morning Kid Show 
over ABC. The broadcast is a 
sustainer. 

The comedians held a similar 
contest last year to combat juven- 
ile delinquency. Boys and girls 
under 18 are eligible. Their letters 


—in 50 words or less—should be 
mailed to the Abbott and Costello 
Kids Show, Box 1000, Hollywood. 
Closing date is March 21. 


To Start Sunday Edition 


The Pittsburgh Post-Gazette on 
March 27 will begin publishing a 
|Sunday edition. It will include 
Parade, a local color gravure mag- 
azine and standard and roto comic 
sections. A circulation of 200,000 is 
guaranteed. 


Sun Chemical Moves Ad Unit 


The advertising department of 
Sun Chemical Corp. has _ been 
moved from 100 Sixth Ave., New 
York, to 10-10 44th Ave., Long 
Island City, N. Y. 


...and can she cook 


See what HOOPER says 


Yes sir, WSGN is that certain 
party for you if your Northern 
Alabama sales need perking or 
stitching! Does she have charm? 
The May-September Hooper says , 
WSGN has 18 out of the 30 top- 

rated shows; ten times as good 
as Station A with 3 out of 30 
and five times as good as Station 
B with 6 out of 30. WSGN's top- 
rated periods were: Morn., 8, 
Aft., 4, Eve. 6. 
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THE ‘NEWS - AGE - HERALD STATIONS. 
Birmingham 2, Alabama Headley Reed National Reps. 


CONCENTRATE 
GOLF MARKET fase 


* $22,400,000 in course equipment and supplies 
* $208,000,000 in clubhouse furnishings, supplies 
* $39,060,000 in sports equipment and apparel 


Send for ‘Golf Market, what and how it Buys.” 
for waste-free coverage, schedule . 


GOLFDOM GOLFing 


The Business Journal of Golf The National Players Magazine 


407 S. Dearborn Street * Chicago 5 


ROY M. McDONALD CO. 


ALBRO C. GAYLOR 
Los Angeles—San Francisco— Seattle 


New York City 


How Industrial 
Firms Buy Told 
in NIAA Study 


(Continued from Page 1) 
proving industrial purchases, sign- 
ing or initialing approval in 60.3% 
of the purchases of equipment, 
57.7% of the purchases of materi- 
als, and 60.6% of the purchases of 
component parts. 


a 5. That the products finally se- 
lected in industrial purchases “run 
a gauntlet” or screening process 
through several stages in which 
printed product information, cata- 
logs and advertising collectively 
far outweigh the personal selling 
equation. For example, to make 
512 purchases, the industrial com- 
panies in the NIAA survey sample 
considered 1,380 makes. Only 1,- 
312 vendors were contacted, 68 
companies “falling by the wayside 
without any contact but printed 


Importance of Buyer's 
Experience with Make 


Make 
Bought ' 


Other Makes 
Considered 


42% 


Had previous 
experience 
with make 


USE INFLUENCE—This chart from NIAA’‘s 

new buying study shows that industrial 

purchases are much more likely for any 

product if the buyer has had experience 
with it previously. 


material and advertising.” Of the 
1,380 makes considered, only 912 
had their salesmen in the pic- 
ture, either through invitation or 
through their own initiative. And 
of the 1,380 makes considered, only 
512 “got the order.” 

6. That 2.7 makes were con- 
sidered for every one purchased. 


| This average ranged from 2.3% in 


the smaller companies to 3.2% in 
the companies employing more 
than 2,500 workers. 

7. That most large companies 
require formal bids from at least 
three suppliers for every pur- 
chase; specifically, that only one 
make is considered in 26.6% of 
the industrial purchases, two 


|'makes in 19.7%, three makes in 


29.1%, and four makes in 14.6%. 


ae 8. That “previous experience 
with make” or “internal influen- 


ces” far outweigh personal selling, 
advertising and catalogs in the 
|consideration of industrial pur- 
| chases. 

In 60% 


of the purchases, for 


/example, the buyer had “previous 
experience” with the make, while 
_the buyer had previous experience 
| with only 42.7% of the other makes 
that were considered, but not pur- 


chased. Internal, rather than ex- 
ternal, influences were responsible 
for statement cf the need in 92.2% 
of the purchases studied. 

In commenting on the 98-page 
preliminary report by the re- 
search organization, Mr. Crelley 
stated that 


“tremendous areas” for strengthen- | 


ing both advertising and printed 
buying information. 
The NIAA committee will re- 


es “ Ek Nachos GPs 
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Advertising Age, January 2 , }, 


the study revealed 


How Buyers Learn |‘Washington Posi’ MrGr 
About Products Sells WINX;:Offers 
we guru |to Buy WINXFM pl. S. 
wen WASHINGTON—William A. 3an; - 
a nz owner of WHAT, Philadelp iia, till 
20.7 paying $150,000 for WINX, inde 
call ) Pd pendent 250-watt station op ra; 
be od here by the Washington P. st, New Y' 
a { 25 With FCC approval, th: sajmext ive 
Directory 165 leaves the Post free to take « eopmuipmen 
| trolling interest in WTOP. [nqqmblishiny 
- licensee of a 50,000-watt CIs ,@mrvey P 
pee : rts] 15.7 ao | filiate here. ent of ¢€ 
b ad cabal ce | : 19.8 S The Post’s plan to pay $855,479 Release 
Grccmnented tor! a Q | for a 55% interest in WTOP, nogfows thi 
contractor, — * 10.) “ 59 wholly owned by CBS, wes ap—man 300 ‘ 
dealer, etc. \ _ : proved by FCC Oct. 20, continfustry wi 
Saw an | 68 gent on the sale of WINX by ne—pi _ Dillic 
Advertisement | 134 y,. Feb. 21. juipmen 
gee “ |e Though WTOP currently holdfost of | 
collection 6.3 i= a construction permit for an Fygpr plant 
Telephone cir {| Sa? 68 affiliate, Post Publisher Philip [Jon will 
ory Graham announced that WTOmpis year. 
All other { 1.6 13.1 Inc., will pay $160,000 for WINX@ Dexter 
¢. |FM, already on the air. partme! 
SALES CALLS PAY—NIAA‘s study of buy. | When CBS and the Post anfport she 
ing shows here how buyers first la nounced the WTOP deal May |@ary of 
about products they bought or only con- | Mr. Graham announced that afffis point 
sidered. The figures above do not cover |effort would be made to find Mn 1949 
products with which buyers had previous |channel to provide WTOP witlout $14 
experience. a television affiliate. e recor 
CBS television currently reachaj)\ion on 
lease the full data contained in| W@shington through WOIC, thibxt four 
the study, with its conclusions, at |®¢W Bamberger Broadcasting Ser 
the NIAA convention June 12-14| Vice (Mutual) station which wei among 
at the Hotel Statler in Buffalo, on the air Jan. 16. gs: (1) 
At that time, NIAA members : ‘pect te 
will receive full tabulations of the| Fenn Appoints Chirurg bout 7.5! 
answers given by all “buying influ-| Fenn Mfg. Co., Hartford, Conn their 
ences” interviewed to some 32|‘¢signer and builder of speci@f)) expa 
yuestions included in the field naewies wld ~f a =_ aii ads, uti 
study, together with conclusions pent gly aan ha ipelines, 
reached by the governing commit-| placed its advertising with Jame ™S &” 
tee. Thomas Chirurg Co., Boston. ost of t 
Members of the committee are mpletec 
Mr. Crelley; George J. Callos,| Moves San Francisco Office F's 
Klau-Van Pietersom-Dunlap As-| Elliott-Daly-Schnitzer, adverg? their | 
sociates; Francis J. Juraschek,|tising agency, has moved its Sagmd almo 
Carnegie-Illinois Steel Co.; Erwin | Francisco office to 256 Sutter St.Bnce 19: 
H. Klaus, Dana Jones Co., and lanned i 
Forrest U. Webster, Detroit mar- nly 13% 
keting consultant. 7 facturin, 
ig at 90 
Fawcett Appoints Three - vn 
Jack Doscher, promotion mana- to 10% 
ger of Mechanix Illustrated, has OF DIAMON TS he © 
Pee ar emamction manager Or RIGHT IN YOUR OWN BACKYARMuipmen 
Zelner, formerly promotion mana- | j3'“million ‘Negroes spend 10 billig CYS 
ger of Argosy, has joined Fawcett! dollars a year on every type producif"!!dings, 
Publications as promotion mana- ey A peor aig baying pee Scout ut in 15 
ger of Mechanix Illustrated. Clar2 interstate United Newspapers, ine. 
O'Donnell, formerly on the sales! Fifth Avenue, N. Y., serving America® The ex 
staff of National Concert Maga-| leading A gy A 4 oe et rimarily 
zines, Inc., has been appointed as-| NOTE: Sah ie. at hea as tecliiiation ve 
sistant to the promotion manager | preferences of Negroes from coast to cos 
of Today’s Woman. Write now for this free information, 
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cGraw Finds 
_5. Industry 
Hill Expanding 


New YorK—The outlook for the 
xt ‘ive years for new plants and 
yuipment is good, McGraw-Hill 
ublishing Co. discovered in a 
rvey prepared by its depart- 
ent of economics. 

Released last week, the survey 
ows that, after checking more 
ian 300 companies, American in- 
ustry will invest a total of about 
55 6vbillion in new plants and 
juipment between now and 1953. 
fost of that investment will .be 
bry plant modernization; expan- 
on will be practically complete 
us year. 

Dexter Keezer, director of the 
partment, pointed out that the 
port should be viewed as a sum- 
ary of what industry plans at 
jis point, not as a forecast. 

In 1949, industry plans to spend 
ut $14.1 billions (5% less than 
ve record year of 1948), and $40 
ilion on a sliding scale over the 
xt four years. 


Among the survey’s major find- 
ws: (1) Manufacturing industries 
pect to spend $7.2 billion, or 
bout 7.5% of the estimated value 
f their facilities ($96 billion); 


42) expansion programs in rail- 


ads, utilities, oil production and 
ipelines, steel and petroleum re- 
ning are not yet complete—but 
ost of the other industries have 
ympleted expanding; (3) manu- 
hcturing industries have stepped 
p their capacity 56% since 1939, 
id almost half the increase came 
nee 1945—but the increase 
lanned in the next five years is 
nly 13%; (4) half of U. S. man- 
facturing companies are operat- 
ig at 90% of capacity, and most 
ould like to have capacity which 
ould permit operating rates from 
to 10% lower. 

The companies think new 


juipment should pay for itself 
1 five years or less, and new 
uildings, 77% said, should pay 


ut in 15 years. 


The expansion will be financed 
rimarily from profits and depre- 
lation reserves—only 15% expect 


to borrow, and 9% to sell stock 
(but 20% would like to sell stock, 
and only 4% want to borrow). 

Mr. Keezer found in the study’s 
results a refutation of the “mature 
economy” theory. “More remark- 
able than the decline in expendi- 
tures planned after 1949 is the 
fact that they remain so large. 
Even when adjusted for price in- 
creases, the expenditures planned 
for 1949-53 are two-thirds larger 
than those of 1936-40.” 


Edney Ridge, WBIG 
Founder, Publisher, 
Dies in Greensboro 


GREENSBoRO, N. C.—Major Ed- 
ney Ridge, 65, former newspaper 
publisher and organizer of the 
North Carolina Broadcasting Co., 
one of the South’s pioneers in the 
radio field, died in a_ hospital 
here Jan. 13 following a lengthy 
illness. 

Major Ridge, a veteran of World 
War I, entered the newspaper 
field here and in 1924 became 
publisher of the Greensboro Rec- 
ord, afternoon daily. He continued 
in that capacity until 1927, when 
the newspaper was sold to the 
Bryant and Thomason interests. 
He helped organize the North 
Carolina Broadcasting Co., which 
operates WBIG, CBS affiliate 
here, and continued as head of 
the radio organization until his 
death. 

Late in 1947, the broadcasting 
firm acquired a sizable biock of 
stock in the Greensboro News Co., 
publisher of the Greensboro Daily 
News and Record, and Major 
Ridge was named to the board of 
directors. 


ARTHUR B. SULLIVAN 

SANTA BARBARA, CAL.—Arthur 
B. Sullivan, 62, art director of the 
former Charles Daniel Frey Co., 
Chicago agency, until his re- 
tirement a year ago, died in his 
home here. 


JAMES W. EGAN SR. 
ToLEpo—James W. Egan Sr., 
formerly an account executive 
with McJunkin Advertising Co., 
Chicago, and a pioneer advertising 
man, died here suddenly early in 
the morning of Jan. 18. His son, 
James W. Egan Jr., vice-president 
and advertising director of the 
Toledo Blade, was attending the 


LOOK WHAT MR. HOOPER LEFT US! 


The Holidays, bless them, are over, but wotta gorgeous 
eft that Hooper man left us! 
piker when Mr. H. handed over his October-November 
r-port—a double sampling in Pittsburgh. ‘*The 
Shadow,”? on Sunday afternoon, for instance, came 
tirough with a sock 18.3! “‘Request Matinee,’ which 
we’ve been carrying in a Sunday afternoon slot only 
s nee September, rated a 5.1, 5.4 and 7.8. It all added 
up to happy holidays at KQV ... and proved once 
piore that our shows, both network and local, continue 
t» pull top ratings month after month! 


Santa looked like a 


PITTSBURGH'S AGGRESSIVE 


RADIO STATION 


Basic Mutual Network - Natl. Reps. WEED & CO. 


annual convention of the News- 
paper Advertising Executives As- 
sociation in Chicago when he was 
notified of his father’s sudden 
death. The junior Mr. Egan, who 
is the immediate past president 
of NAEA, left Chicago immedi- 
ately for Toledo. 


S. HUNTER RICHEY 


OrLANDO, Fla.—S. Hunter Rich- 
ey, 66, retired advertising execu- 
tive, who for 30 years was vice- 
president and a director of J. Wal- 
ter Thompson Co., New York, died 
on Jan. 15 in Orange Memorial 
hospital here. His home was at 
Riomar, Vero Beach, Fla. 


CHARLES KNUPFER 

NIAGARA FAa.tuis, N. Y.—-Charles 
Knupfer, 71, former general sales 
manager of the Carborundum Co., 
died Jan. 11 after a brief illness. 


O’Brien Elected V. P. 


Robert F. O’Brien has 
in 


Ju’‘cy Orange Names Mack 


William T. Mack has been ap- 
pointed sales manager of the Ju’cy/|elected vice-president 


cha 
Orange Bottling Corp., 


succeeding William Babbitt. iter Co., Boston agency. 


been 


Buffalo,|of merchandising of Ingalls-Min- 


rge 


F. Fi. record each month 


of the finest perfume 


and cosmetic advertising 


BEAUTY FASHION 


Also publishers. of DRUG AND COSMETIC INDUSTRY 


ee 
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Color 
Process Plate 


Specialists 


A Photo-engraving plant 
devoting its entire time 
to the production of 
color process plates. 


600 WEST VAN BUREN STREET 
CHICAGO 7, 


ILL. STate 2-5367 
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TYPICAL UP-TO-DATE Raton 
INFORMATION IN THESE BOOKS 


“just le 
CIRCULATIONS AND FAMILY COVERAGE BY 
LEADING PERIODICALS 


LEADING COUNTIES AND KEY RETAIL CITIES 
FAMILIES IN THESE COUNTIES 
TOTAL RETAIL SALES 

TOTAL FOOD STORE SALES 
TOTAL DRUG STORE SALES 


NEW CAR SALES dy 


American Business — 


UST AS all-revealing as a map and as coldly factual as a street address, 
they present an economic blueprint of American retail trading. 


Which are the markets where people, money and sales are greatest? 
How do you reach them most effectively? How much is sold there? ‘ es 
—iron 
drying 
extrac 
—get | 
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" The answers to these questions anywhere, any place, any time are part of 
the structure of all trading. American business was built to mighty proportions 
on that structure. 


Now, as selling gets tougher, with high taxes on the one hand and high 
overhead on the other, twin jaws of a vise squeezing the profit margin to a 
minimum, American business is turning back to first principles. 


WIRED HOMES 


‘ ; , EFFECTIVE BUYING INCOMES 
The two books, “The Target of Opportunity” and “Key City Costs”, are important 


guides to these principles. Their text concerns itself, realistically, with that 
portion of the United States which contains 77% of all the families and which 
produces 83% of America’s retail sales...an area which is certainly the most 
important interest of anyone who makes and sells a consumer product. 


If you are responsible for the sale or distribution of a consumer product, or, 

more significantly, if you are responsible for the efficient allocation of advertising 
effort related to sales potential, these books are yours for the asking, by 
addressing your request to Puck, The Comic Weekly. 


THE COMIC WEEKLY -” _ 


The Only NATIONAL Comic Weekly —A Hearst Publication— 63 Vesey Street, New York, N. Y.—Heorst Building, Chicago, Ill, (Cc 
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